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Creative Talent 


that can interpret literal ideas into 
stimulating graphic forms with speed and good 
judgment is often demanded of us. 

Difficult and time-pressing jobs are 
responsibilities that we gladly accept, 

for our studios are organized with 

precisely that in mind. The growing 

list of our clients attest to performances 

that meet those responsibilities. 
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A complete promotional 
program was needed in 
a hurry. I contacted 
Maurer Studios, Inc., 
and before the day was 
over they came through 
with a top-drawer 
presentation. They 
have proven themselves 
time and again in 
meeting our continued 
high standards. 


Walter Haimann, 














Retouching * Copy ° 


Assistant Advertising and 
Pr tion Manager, Carstairs 











Copy research * Production * Illustration, etc. 












* maure lr studios inc. 


22 west 56th st. 








new york 19,n.y. plaza 7-5165, 6,7 





TNE CELEBRATING OUR 20TH ANNIVERSARY WE ARE MOVING 
LETTERING DOWN TO THE GROUND AND MEZZANINE FLOORS OF 
INC. 216-220 £.45. OUR NEW AND LARGER QUARTERS, 


F 216 EAST 45TH STREET 
E NEW YORK I7. NY 
| MU 2 2346 
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BP You Faster, cMoOTHER 
Brees) CERVICE, WILL INCLUDE A TECHNICAL 
z<2| LIBRARY AND STREET DISPLAY WINDOWS WHERE 
MMM THC NEWECT DECIGNG IN PHOTO-LETTERING WILL BE SHOWN. 


Showing In 
Catalog for 
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a {<a PASTE-UPS UNLIMITED COLUMBUS 5-8688 
LJ 200 West 58 Street New York 19, N. Y. 
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TON! FICALORA 


Twelve East 42nd Street, New York 17, N. Y. MUrray Hill 7-0356 
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con’t cry... act 

With design, art and photography occupying increasing 
percentages of advertising space, will the position of the 
agency AD, with respect to copy and research, automatically 
shift accordingly? Not necessarily. Advertising brass is out 
to buy the best thinking, whether it comes from copy or 
art or research or any place else. The current increased 
emphasis on the visual taste of the ad will open more 
executive minds to what the art director has to contribute, 
but the contribution had better be more than simply a 
layout idea. It should be based on sales minded thinking. 

ADs have done a lot of crying about their bottom of 
the totem pole lot and some blame it all on the word 
art. Art isn’t any nastier a word than copy. The word, 
the title, is what the profession makes of it. In past years 
as we have moved out of the copy dominated era (and we 
have been moving out of it) some art directors tuned their 
thinking to the sales management level and became agency 
executives and creative leaders Elwood Whitney, 
Wallace Elton, Jack Tinker, just to name a few. Men like 
these have pointed the way. Today’s trend toward increased 
emphasis on the visual tone of the ad is giving more art 
directors the opportunity to work on equal footing with 
other creative departments. The AD won’t be held back 
by his title, only by his own individual ability to think and 
speak and act on the broader levels of sales management. 

Perhaps a good art director club project would be to 
present the increasingly important role of the AD to 
management and to sell the idea that in the advertising 
picture of today and tomorrow the AD is a key man in 
buiiding sales. 

In this issue of Art Direction is a documented feature 
article calling attention to the increased emphasis on the 
visual aspects of advertising by leading companies. It should 
serve as notice that the time for the crying towel is over, 
that worrying about whether art, or design, or creative or 
visual director is the best title is somewhat academic. The 
doo is opening for ADs in higher advertising echelons. 
Ind vidually or through their clubs the AD should dry his 
tear. and be sure he is equipped to handle new and broader 
res; onsibilities. e 





ection, published monthly by Advertising Trade Publications Inc., 43 E. 49 St., New 
. N.Y: Plaza 9-7722, Subscription price $3.00 per year; $5.00 for two years; $3.50 
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bility for manuscripts or artwork submitted. Copyright 1956. Entered as second-class 
at the post office at New York, N. Y. 
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tax talk 


MAXWELL LIVSHIN, CPA 


INCOME TAX CALENDAR—INDIVIDUALS 
JANUARY 16, 1956: In some cases taxpayers 
will be required to file an original or 
an amended declaration of estimated 
income taxes by January 16. If, however, 
such a taxpayer chooses to file his return 
and pay his taxes in full by January 16, 
then the return can serve as both a tax 
return and a declaration of estimated 
tax, and he need not file an amended 
declaration. 


APRIL 16: Declaration of estimated in- 
come tax must be filed on or before 
April 16 together with the first install- 
ment payment. Taxpayers must also file 
their 1955 Individual Income Tax re- 
turns by April 16 and must pay the 
balance of their 1955 income tax in full. 


JUNE 15, SEPTEMBER 17, 1955 AND JANUARY 
15, 1957: Quarterly installment payments 
of estimated income tax must be paid on 
or before these dates. 


All Rapid reproduction proofs are now 


SQUARED UP on a precision Line-Up 7 we CIs annuawy, ay sanuary 31: Each employe: 
y ' ' | must be given a withholding statement 


Table before they are released .. . ~ a \ 

it’s our latest service innovation to make S a jin duplicate form W-s, showing total 
t ti f to we saat” wages subject to income tax withholding 

paste-up time for our Customers -_— ; and the amount of income tax withheld 


and the amount of social security taxes 
withheld. Each employer must fill in the 


For still faster mounting — (pecify STIK-BACK PROOFS annual reconciliation of income tax 


a withheld on the reverse side of form 941. 
And, where hand-lettering is called for, Copies of all withholding statements fur 
call for Rapid Film-Lettering— hundreds of nished employees on form W-2 for the 


styles at only $1.00 per word!...No minimum. preceding calendar year must be filed 
Each employer who has four or mor« 


(Send for free catalog). 
employees must file a Federal Unem 


RAPID TYPOGRAPHERS INC, |?" 7 ™ 910 


305 EAST 46TH ST., N. Y. 17 > MURRAY HILL 8-2445 SATURDAYS, SUNDAYS, HOLIDAYS: When 


A fully integrated 24-hour typography plant ever the last day for filing a return o: 
for advertising agencies, publishers, making a payment falls on a Saturday 


art studios and advertisers. Sunday‘or legal holiday, the return 
payment will be on time if made on th 


next day which is not a Saturday, Su: 
day, or legal holiday. 


a cinch instead of a chore! 





EXTENSIONS OF TIME FOR FILING—INTERES” 
ON TAXES: Under unusual circumstanc 

an individual taxpayer may be grante | 
U a time extension for filing a return. Th 
|can be done by a letter of applicatic 
BY | to the district director, Substantial re 
R E T oO Cc H 4 1 G sons must be shown, as extensions a! 
not granted as a matter of cours 

Black & White & Color However, if the extension is grante |, 


Archer Ames Associates interest at the rate of 6% per year «1 
a the unpaid taxes must be paid, from t!< 
MU 8-3240 501 Madison Ave. | original due date until they are paid. 9 











Le J 
oe 


ao Ks oe 





Announcing... Director’s Art Institute, the 


time-saving, money-saving service which 


you requested...for buyers and sellers of 


art and photography! 


IT WAS IN THE CARDS! It’s 
surprising, actually, that Direc- 
tor’s Art Institute hasn’t hap- 
pened before. Judging from the 
responses to our recent “Opin- 


ions Please!” page in this magazine and 
from suggestions made by leading art buy- 
ers and sellers, there’s been a real need for 
a “marketplace” such as DAI for some time. 


And now it’s here. 


Director’s Art Institute is a new mem- 
ership service providing a mutually-help- 
ul meeting place for the three principal 
roups involved in commercial art—artists 
nd photographers, art directors and buy- 
‘rs, and representatives or studio owners. 
lere, in brief, is what DAI offers: 


JAI CARDS: DAI maintains a cross-in- 
‘exed file of more than 30,000 “keysort” 
ards (shown above), containing complete 
irrent information—and sample proofs — 
n virtually every commercial artist and 
hotographer in the nation. This file en- 
bles artists to exhibit their work, repre- 
‘ntatives to show the work of their stable 
nd to locate new artists, and art directorsto 
ew samples and locate artists and photog- 
iphers custom-tailored for the job at hand. 


RESEARCH: DAI will conduct a continu- 
ing series of research projects among— 
and for the benefit of—the buyers as well 
as the sellers of art and photography. 
These projects will gather and disseminate 
information on such important subjects as 
job opportunities, prices, income sources, 
types of work in current demand, methods 
of successful selling and proven methods 
of buying art. Reports will be made avail- 
able to members periodically. 


PUBLICATIONS: In collaboration with 
PRINT magazine, all DAI members will re- 
ceive a yearly subscription as part of their 
membership ... including a DAI supple- 
ment edited specially for DAI members. 
This will contain profiles (a la New Yorker) 
of artists and art directors, of members’ 
work, and other features. 


EMPLOYMENT SERVICE: DAI maintains 
an employment service which — without 
charge—will help employers to locate qual- 
ified personnel and employees locate jobs. 


INFORMATION CENTER: 
DAI maintains an information 
center open to all members for 
data on price, delivery, customs 
and other commercial art ques- 


tions. All queries put to this information 
center—and all answers—are treated con- 
fidentially. 


CONFERENCES: DAI will spon- 
sor a yearly conference—or series 
of conferences—which will dig in- 
to topics of current importance 
to buyers and sellers of art. For 
example: television’s demands, the future 
of the illustrator, how to market your 
work, and the like. Reports of these confer- 
ences will be made available to members. 


DISCOUNTS: DAI has arranged with a 
representative list of firms to offer cash 
discounts to DAI members on supplies, 
stats, type, copy photography and other 
constantly-needed services. These discounts 
alone should more than cover the cost of 
DAI membership. 


IT’S IN THE CARDS ... that member- 
ship in DAI will be not only useful but 
dollars-and-cents profitable to you and to 
your associates. If you’d like more detailed 
information, just call or write . . . 


DIRECTOR’S ART INSTITUTE 
7 West 44th Street, New York City 
MURRAY HILL 7-3157 











‘There comes a moment in a man’s life when he 


realizes that he has given too much of himself to 
the search for perfection . . . and too little per- 
haps, to his family, friends and the relaxation that 
engenders new ideas. 


adin Studios, ne. 


"= Wew York City 19 


When this happens to you, how good to know that 
seven days and nights a week, you can get perfec 
tion in all your photographic jobs from our top 
flight organization . . . and without weekend over 


time charges. 


DYE TRANSFERS, CARBROS, FLEXICHROMES, VELOX’S 
COLOR AND BLACK AND WHITE RETOUCHING 
LAYOUT AND DESIGN, LETTERING, MECHANICAL 








business briefs 


The winter months generally have peak activity 
in the ad art field as the big Spring cam- 
paigns are in the creative and production 
stages. With national advertising bill- 
ings running 12% ahead of 1954 for the 
first three quarters and with no sign of 
a letup, the 1955-56 season should find 
ad art and photography buying and 
selling heavy. 
° 

The increase in space billings in 1955 is not 
tapering off as the year-end records come 
in. September, for example, is 14% 
ahead of September 1954 and is thus 
ahead of the years average increase of 
12%. As usual in recent months, all me- 
dia show gains except network radio, 
biggest gains are in network TV. 


Taking a long view, Frederic R. Gamble, 
President of the 4A’s, sees further 
growth with “$64 billion in national ad- 
vertising needed over the next ten years 
to move the U. S. up to a $500 billion 
economy.” 

6 


Today’s picture of the country’s economic health 
and growth is rosy as Gross National 
Product soared to a record figure ap- 
proaching the $400 billion mark. This 
figure is a composite of personal con- 
sumption expenditures, private domes- 
tic investment, foreign investment, and 
government purchases. It includes goods 
and services. Other climbing indices are 
disposable personal income, retail sales, 
durable manufacturers, with consumer 
prices fairly steady (114.5 in mid-1955 
as against 114.4 in 1958) 
* 

Federal Reserve data also shows corporation 
profits before taxes at a record high and 
profits after taxes well ahead of 1954, 
only fractionally under the record year 
of 1950. Other business signposts are at 
or near record levels. 


Meanwhile, banks are starting to raise interest 
rates on consumer loans, First National 
City Bank announcing its first major rate 
change in 18 years. 


Trend to more and more P.O.P. material was 
ed by Carl J. Bergemann, Director of 
rchandising for American Safety Ra- 
Corp. when he told tobacco dealers 
it self-service retail stores have prac- 
ally outdated the personalized sales 
k and alert merchants “must rely 
ore and more upon point-of-purchase 
terial to do the job for him.” . 


“See ON & A 
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FORTUNE 


EXTRA BOLD 


What automatic transmissions did for the auto- 
mobile, FORTUNE Extra Bold is doing for type. The 
broad but graceful serifs give a visual flow of power, 
attracting the reader with strength and distinctive- 
ness. The modern desire for low, long, powerful lines 
is fulfilled when you specify FORTUNE Extra Bold. 


Also available in Light and Bold. For complete specimens call 
your nearest Bauer Type dealer or write on your letterhead to: 


BAUER ALPHABETS, INC. 


235 EAST 45TH STREET «¢ NEW YORK 17, N.Y. 
Set in Fortune and Venus Extended VAnderbilt 6-1263 


B@T 





PHONE: MU 7-3572, N.Y. oe 5 > 


specialist in the placement 


of art personnel 


FRANK BOWLING «gency 


18 east 41st street, new york 17, n. y. 


LEvington 2-0038 


by appointment only 
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Good typography 


is just as essential 


as good copy or 


good layout and art 


in conveying the 
selling idea or creating 
the right impression 


in an advertisement. 





For further information contact the 
member nearest you or 


Advertising Typographers Association 
of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY + Glenn C. Compton, Executive Secretary 


Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ALBANY, N. Y. 

Composition Corporation 
ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 
. M. Bundscho, Inc. 

Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


oo oO. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton — Service 


DENVER, C 
The A. Be Flisechfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOUS, IND. 
The Typographic Service Co., 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOUS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 
Ad Service ‘Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
ae a Ss 1 
iamant Typographic zvice, nc. 

A. Se Edwards Ty graphy, I 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 
Imperial Ad Service 
King Typographic Service Corp. 
Lino-Cra Leg = ae Inc. 
Master Typo Com 
Morrell & McDermott, Inc. 
Chris F. Olsen 
Frederic Nelson Phillips, Inc. 
Philmac Typographers, inc. 
aon Tyrepecmes Inc. 
Frederic Schmidr, Inc. 
Harry Silverstein, Inc. 
supreme Ad Service, Inc. 
- Arts Press, Inc. 

he typoee Craftsmen, Inc. 

graphic Service Co. 

Vanderbilt ae Typography, Inc. 
Kurt H. Volk, Inc. 
NEWARK, N, J. 
Barton Press 
William Patrick Co., Inc. 
PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 
Paul O. Giesey Typographer 
ST. LOUIS, MO. 
Warwick Typographers, Inc. 
SEATTLE, WASH. 
The Deers Press 
Frank McCaffrey's 
| Sey | N.Y. 
Syracuse Typesetting Co., Inc. 
TORONTO, CANADA 
Cooper & Beatty Limited 
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EVERY 
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TIME 


electro—pGc ter 


WORLD’S INEST 
COMPL LY AUTOMATIC 
ELECTRE® PENCIL SHARPENER 


Insert any size wooden 


si pencil and instantly the 


N 
eo LAPS Electro-Pointer gives 


i\84\ Zz 


; LV you a perfect point. 
Sharpens charcoal, pastel 

and layout pencils like 

magic. Proven through 

14 years in artist 

studios, drafting rooms 


— anywhere wooden 


AT YOUR pencils are used. 
ART SUPPLIER, 
STATIONER 
OR WRITE: 


1825 MACKLIND AVE. 
ST. LOUIS 10, MO. 











WEO Sz. 


FLEXICHROME 


QUALITY 


COMES WITH EXPERIENCE & PROGRESS 


WECO STUDIO - 14 EAST 39th ST. > MU 55-1864 




















ADD - A-TYPE 


— THE EASY WAY TO SET 
YOUR OWN TYPE HEADINGS! 


biue pencil. Score around 
de line with razor 


2. Place letter in ition on copy so 
that black guide line registers with 
r blue line. When complete word is 
position rub the type down to 
wane it adhere. Cut off biack guide 
lines and your copy is ready! 
Add-A- pag offers over 300 type faces, 
symbols, etc. on self-adhering 
trensperent plastic sheets. 


only 85¢ per full sheet 
Write on your letterhead for Add-A- 
Type catalogue showing _ line. 
a product o 
America’s largest Art Center 


ARTHUR BROWN & BRO., INC. 
2 W. 46th St., New York 36, N. Y. 








PICTORIAL MAPS 


Jere Donovan 
101 Park Avenue - Murray Hill 5-2582 





ILLUSTRATI 


ULae \q: 
SAATY 
Cincfe 7-3900 


WELLINGTON HOTEL 
7th AVE. ond SSeS LVS 








EKTACHROME RETOUCHING 


COLOR x. 


58 WEST 57th ST., N.Y.C. @ Cl 6-8712-3 














coming events 


Jan. 3-23 . . . original art for illustrations 
published in True Magazine, C&lI Art School 
245 E. 23rd St., NYC. 

Jan. 5-21 . . . paintings of Dorothy Heller 
Poindexter Galleries, NYC. 

Jan. 17 . . . monthly meeting, ADC of Mon 
treal at the Sheraton Mt. Royal. © 

Jan. 24-Feb. 18 . . . Stephen Pace paintings 
Poindexter Galleries, NYC. 

Jan. 29-Feb. 1 . . . National Advertising In 
dustries Exposition. Morrison Hotel, Chicagc 
Feb. 7 . . . AIGA Magazine Clinic, “Wha 
Sells A Magazine?”, Willkie Memorial Bldg 
20 W. 40th St., NYC. 

Feb. 9 . . . monthly meeting of NSAD, 11 
E. 42nd St., NYC. 

Feb. 14-16 . . . Sales promotion Show, Miam 
Municipal Auditorium. 

Feb. 22-Mar. 11 . . . Annual exhibit of th 
Art Directors Club of Los Angeles. Awards 
dinner, Feb. 17; party and preview, Feb. 21 
Mar. 2-25 . . . International Salon of Photoc- 
raphy, Memorial Art Gallery, Rochester. 
Mar. 13-15 . . . Sales Promotion Show, Belle- 
vue-Stratford Roof, Philadelphia. 

April 3-5 Sales Promotion Show, First Corps 
Cadet Armory, Boston. 

April 5-29 . . . 7th Annual Commercial Art 
and Photography Show, Washington, D. C. 
club, Corcoran Art Gallery. 

April 11-14... Art-O-Rama of 1956, NAMTA’s 
6th annual convention and trade show, 
Hotel Statler, NYC. 

May 3 .. . Detroit Art Directors Club Awards 
Dinner and opening of Annual exhibition. 
May 11-27. . . Exhibition, Art Directors Club 
of Montreal. Preview and banquet May 10. 
June 48 .. . 35th Annual Exhibition of the 
Art Directors Club of N. Y., Waldorf-Astoria. 
Art Institute of Chicago, through Feb. 29... 
recent work by Rico Lebrun . ... through Feb. 
15, Toulouse-Lautrec exhibition. 

Museum of Modern Art. NYC Nov. 23-Feb. 
19. . . Built in Latin America; Nov. 30-Feb. 
19 . . . New acquisitions; through Mar. 18, 
Diogenes with a Camera III, group show of 
contemporary American photographers. 
Philadelphia Art Alliance Dec. 28-Jan. 22... 
Oliver Nuse, water colors, gouaches; Jan. 5- 
28 . . . Norman Rockwell cover paintinvs; 
Jan. 5-29 . . . Clara E. Sipprell, photograp 
Jan. 5-Feb. 5 . . . weaving tools, applianc 
Jan. 6-Jan. 22 . . . Everyman's Gallery, cen- 
eral show; Jan. 6-29 . . . Edward F. Hoffn 
III, sculpture; Jan. 25-Feb. 12... Karl Ze: »e. 
gouaches; through Feb. 15 . . . Franci: J. 
Barone, oils; 

Sports art tour, Jan. 5-30 . . . Corc an 
Art Gallery, Washington, D. C.; Feb. 
Mar. 10. . . J. B. Speed Museum, Louisv ‘le; 
Mar 25-Apr. 20 . . . Denver Art Museum; 
15-July 10 . . . County Museum, Los Ang: 
Jul. 28-Aug. 26 . . . Palace of the Legic : of 
Honor, San Francisco. 
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Where can you use ATF 
new Craw Clarendon? © 


ATF Answer: just about everywhere! For Craw Clarendon is one of those 
timeless faces that’s smartly at home in your layout. Use it for 
type headlines, titles, lead-ins, and important solid texts, in both advertising 
and editorial work. Team it up with any other faces, conventional 
or modern. It’s legible, distinctive, powerful and versatile. 
In this new ATF cutting, Freeman Craw, well-known graphic designer, 
has retained all the impact and balance of earlier, related letter 
forms, while making the face better suited to modern typographic usage. 
8 to 72 pt. sizes— with a lighter version on the way. 


Why it pays to use and specify ATF hand-set types 


» There’s an ATF face in exactly the weight, color, size and style to 
fit your needs. 
# Artistically correct, designed by leading type authorities. 


# Easy to get perfect spacing, correct fit. 
# Sharp clear proofs for reproduction by any means. 


s Its low cost makes it economical to print from ATF type...a whole 
font in any one size often costs less than a few words in hand lettering, 
and can be used over and over again. For instance, 

the full font of 36-point Craw Clarendon costs only $14.95. 


And you’ll like the “new look” of ATF service! The type 
distribution picture has been sharply re-aligned—to give you speedy, 
This all-type right-the-first-time service. New dealerships from coast-to-coast 
aes see make handling ATF type a full-time business, not a sideline. Specify and 
Seeman Grew. use ATF type and see how easy it is to have distinctive typography 
designer of at prices everyone can afford! Write us today for a specimen brochure 
nr ae ena of Craw Clarendon and the name of your nearest ATF type dealer, 


Century Expanded and 
entury Expanded Italic American Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. 
with Craw Clarendon 


were used in 
Better... more profitable printing from the widest line of equipment 


its com position. 





In all America we guarantee 
Only Jack Ward’s New Processing Technique Gives 


WHITER WHITES... 
CRISPER, TRUER COLOR 


in Ektachrome Transparencies! 


Exclusive Technique... gives supe- 
rior original and duplicate trans- 
parencies... Makes color separation 
easier. 

Save on engraving costs .. . whiter 
whites, crisper color mean less man 
hours of negative handling and 
plate finishing! 


Compare and see results you never 
before thought possible. 


Same Day Service... 


Overnight Service... 


+ Anscochrome 

* Dye Transfer Prints 

+ Duplicate Transparencies 
+" Art Work Copied 


Mid-town Pickup and Delivery 





JACK WARD. ovor service 


202 EAST 44 STREET, NEW YORK 17, N. Y. . 


CALL MU 7-1396 





FLEXICHROME 


IZ 


SERVICE 
DEPENDABILITY 
UNLIMITED PRINT SIZE 


SAVE TIME WITH 
THE RIGHT PRINT 
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It’s not only the type face... 
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letters 


Vern Mock, North Carolinian 


There have been some changes made... 
I've taken a job with Western Electric 
and am stationed at Winston-Salem. 
It’s a nice change after all the years in 
New York. 

Will you run an item in the magazine 
to let my friends know what has hap- 
pened to me. I can’t possibly write them 
all letters. Incidentally, we have open- 
ings for a few moré people here, tech- 
nical illustrators and mechanical re- 
touchers. This is a nice place to live 
and the company is an ideal employer. 


Vern Mock 
407 Summit St. 
Winston-Salem, N. C. 


Tastefully executed 


My heartiest congratulations in your 
well-planned and tastefully executed 
magazine. It has more meat and fewer 
puffs than any one we have seen in 
this office. AD&SN gets first priority 
here, sometimes at the expense of 
letting jobs wait. 

Please renew my subscription for two 
years. And incidentally, I have recom 
mended AD&SN to a number of art 
people in this area as being the only 
national publication to view the adver- 
tising scene from the advertising artists’ 
viewpoint. 

Jerald O. Page 
Dallas, Texas 
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Cover Designer 


Greg Bruno is AD at MacFadden Pub 
lishing Company and a free-lance d: 
signer, He graduated from Coope: 
Union School of Fine Art in 1947, a 
tended the Art Students League an 
the Workshop School in New York. 

His designs are characterized by uniqu 
and eye-catching elements in dramat 
contrast to typography. His work f 
Saga magazine was described in the N 
vember 1953 of this magazine. 

Last year he won the Award for Mert 
at the ADC of New York show and tic 
previous year his work was selected { r 
the club's travelling exhibition. He is a 
member of the New York club, desig:s 
book jackets, brochures, promotion l 
material and his hobbies include pho >- 
graphy. Above pix was taken by Pe :r 
Basch. 4 





should mean 
creative layout, crisp 
lettering, intelligent retouching, 
sparkling illustration. 
To insure your getting all you 


expect, why not try 
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VERSATILE PENS 


Theyre great for fast draw- 
ingand lettering. Designed 
by an artist for artists. 
SPEEDBALL is one of the 
most versatile-most useful 
art tools in the world. 


36 ANO 5 STYLES 


---~all with triple ink reservoirs. 


Pens, Inks in Various 
colors) also lettering, 
cartooning and drawing’ 
sets and books at your 
nearest Art Supply 


Camden |, He. mi HUNT pen C0. 


Send 64 in stamps for large charts on lettering 


highlights 

of the 
International 
Design 


Conference 


Lancelot Law Whyte is a philosopher 
and a physicist, and author of several 
books, including “Aspects of Form”, 
which he edited, and “Accent on Form.” 
At the International Design Conference 
he spoke on the design of nature. After 
pointing out two poles of scientific 
thinking (atomism, which stresses the 
single particles, such as atoms, and col- 
lectivism which stresses the importance 
of symmetry, structure, pattern, order, 
organization, form) he discussed in be- 
tween realms “where there is neither 
complete disorder nor perfect symme- 
try”. Some of his comments dealing with 
the artist and esthetics follow. 


Disharmonies provide change, growth 


He refers to the in between realm as 
the “world of real process, of develop- 
ing order, of growth .. . ” and finds 
that “ ... here the intuitive mind of 
the artist may have anticipated a devel- 
opment in exact science. For the dis- 
sonances and tensions of the painting 
and music of recent decades surely 
expresses the elan of asymmetry, the 
imperfections, differences and tensions 
which initiate the movement towards 
a more perfect and stable form. The 
classical ideal of a static perfection or 
harmony is being complemented by a 
deeper recognition of the real disharm- 
onies which provoke change and 
growth. .. .” 

“We can ask what advantages, if any, 
can be gained from the assumption that 
form is a more fundamental concept 
than motion, and that certain classes of 
systems move towards states of higher 
form or symmetry, i.e. that a formative 
process is widespread,-in nature? .. .” 








(continued on page 58) 
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Art Direction 


Our new name, Art Direction, is 
indicative of the magazine’s chang- 
ing role in the field of visual com- 
munication and its position as the 
Magazine of Creative Advertising. 

From local news reportage, AD 
has now developed into the na- 
tional magazine of art direction. Be- 
sides being the official publication 
of the National Society of Art Direc- 
tors, it has become increasingly use- 
ful to advertising and sales promo- 
tion managers who buy art and 
photography. 





4. plans Western art show 


eventh annual West Coast Exhibition 
Advertising and Editorial Art, spon- 
ed by the Los Angeles Art Directors 
ub, will be held February 22 to 
rch 11. 

Selection of material for hanging was 


vade by the San Francisco Art Directors 


ib. Participants are from the eleven 


V estern states. 


Chere will be Awards of Merit, four 
Directors Medals and the George 
Kleiser Medal for the best outdoor 
ters. These winners will be chosen 
the Los Angeles club. 


The “why” behind 
the national conference 


General plans and thinking behind the 
June 4-8 First Annual Conference of 
Visual Communications were reviewed 
at a recent luncheon session of the ADC 
of New York, Club President Frank 
Baker explained the conference aimed 
to bring together ADs from all over the 
country and to bring them into contact 
with advertising and business manage- 
ment. Sponsored by the New York club, 
the conference hopes to demonstrate the 
business minded thinking of the ADs, to 
put AD exhibitions in the light of ex- 
amples of the best visual selling 
instead of merely as art shows. In this 
connection the New York club show 
will be held at the Waldorf Astoria in 
connection with advertising seminars 
instead of in an art gallery as formerly. 
The location of the show and its short 
one week run are aimed at presenting 
it to a smaller but picked business audi- 
ence. Mr. Baker said the show should 
be regarded as a spearhead of visual 
trends. In judging the show more 
thought will be given to the stated ob- 
jective of each entry, so as to better re- 
late the winners to their role in selling. 

Robert Gage will design a visual 
theme or symbol for all show and con- 
ference literature. Lester Rossin Studios 
has offered to design and produce all 
the material. 

Definite schedule of events and speak- 
will be announced later. 


William McK. Spierer, conference chairman 











ADs aim at students imagination 


Plans for the coming Art Students Lec- 
ture Series are being made by the New 
York Art Directors Club. Based on the 
premise that an artedirector must be a 
well-rounded individual, the program 
will be designed to stimulate the stu- 
dents’ graphic imagination, rather than 
merely a series of “how-to-do-it” talks. 
The lectures will get underway in 
February. Robert S. Smith heads the 
committee for Education and Scholar- 
ships, which is planning the series. 


chapter clips 


Atlanta: Timothy Galfas, lend-lease photo- 
grapher, recently returned from Europe 
with plenty to report photographically. 
The AD Club viewed his slides at the 
November meeting. 


Baltimore: Club now has a new mailing 
address: George Weal, 4A Studios, 401 
N. Charles St., Baltimore 1. They invite 
correspondence from other clubs. 


Boston: Artists & Models Costume Ball 
was held in December at the Empire 
Room of Hotel Vendome. 


Los Angeles: At the first Fall meeting pads 
and pencils were left at each dinner 
place. The resulting delightful doodles 
by dining designers were collected and 
some were shown in the L.A. News- 
letter. 


Montreal: Ian Lindsay spoke on Eskimo 
Sculpture at the November meeting . . 
New officers have been elected, but have 
not been announced at the time of this 
writing. 


New York: After a year without a news 
bulletin, a new monthly Newsletter is 
being published. Michael Kiss is Editor; 
Leonard Romagna, Co-editor . . . Paul 
R. Lang, a 25 year member of the club, 
and therefore exempt from paying dues, 
is contributing the amount of his dues 
to the Art Directors Fund, which gives 
financial aid to ADs . . . November 
Newsletter contained a report on the 
financial status of the club. They re- 
ceived $52,583.14 as of October 10, 1955; 
spent $55,253.62; operated at a‘loss of 
$2,670.48. Total assets are $15,846.58. It 
costs an average of $43 for each member 
per year for club expenses. 


Philadelphia: Two new members—William 
F. Meyer, Jr., Container Corp., a trans- 
fer from the Boston club; and Carlos 
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Sierra-Franco, Maurice Freed Studio, a 
transfer from Washington . . . Show will 
be in March at the Commercial Mu- 
seum. Bill Sasawaga is chairman of the 
show hanging . . . The wives of members 
were invited to attend the November 
dinner meeting. Decorum was reported. 


Alvin Lustig, designer, Alvin Lustig, 


dies at 40 New York 
graphic and 


industrial designer, died December 4 
after an illness of several months. His 
age was 40. 

Mr. Lustig’s designs were noted for 
their precise line and use of color. The 
many design fields in which Mr. Lustig 
worked included book jackets, record 
covers, posters, buildings, fabrics, furni- 
ture, signs, trade marks and interiors. 
He has had one-man and group shows 
in this country and Europe. 

Museum of Modern Art in New York 
presented many of his graphic works in 
an exhibition this fall. Several of the 
pieces in the show were designed since 
Mr. Lustig’s blindness a year ago. These 
he visualized and had his staff execute 
the design. 

Mr. Lustig attended Los Angeles City 
College and the Art Center School of 
the University of California. He also 
studied for a short time with Frank 
Lloyd Wright. After six years of free- 
lance designing, he joined Look maga- 
zine as visual research director. Return- 
ing to Los Angeles later, he designed 
and built several shops and apartment 
houses. 

He lectured at Black Mountain Col- 
lege, Universities of California, South- 
ern California and Georgia and was 
a visiting critic at Yale. 

Mr. Lustig was a member of the 
American Institute of Graphic Arts. 


.trations, 


Best ‘55 printing on view 
during Printing Week 


New York Employing Printers Associa- 
tion — sponsored 14th Exhibition of 
Printing will be held at the Biltmore 
Hotel January 16-20. This is one of the 
highlights of Printing Week (January 


15-21). 


Free pix source open evenings 


The only free source from which one 
may borrow pictures in New York, the 
Public Library's Picture Collection, will 
remain open one evening a week. Com- 
prised of more than a million-and-a-half 
classified and indexed pictures—and sev- 
eral million more in general categories— 
the Collection constitutes a veritible 
graphic encyclopedia. There are illus- 
clippings, photographs and 
similar reproductions. Up to go may be 
borrowed at one time outside the Li- 


brary. 


Pittsburgh forms club Art Directors 


Club of Pitts- 
burgh has 
been officially formed. Officers are 
(seated) treasurer, Stew Heiss of Pitts- 
burgh Ad-Art; vice president, Ollie 
Jochumsun of Herbick & Held; secre- 
tary, Martha Zeigler of Rosenbaum’s; 
president, Tom Ross of KM&G; wit) 
NSAD secretary-treasurer Cecil Baun 
garten. Standing are the members of the 
Board of Directors: Edward Moczulsk:, 
Edward Lawrence Studio; A. S. Mila , 
Pittsburgh Courier Publishing Co.; Pav! 
Wiley, BBD&O. 


elects officers 


Starch offers new readership servi: 2 


New monthly reader impression servi ¢ 
is offered by Daniel Starch & Staff. ‘t 
will provide detailed information «1 
readers’ impressions of page or lar; ‘t 
ads in the Ladies’ Home Journal, add 
is available to agencies and advertis: 's. 

The study will use the personal in: t- 
view technique, with structured qi °s 
tions asked a sample of 450 women e: <b 
month. 
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Four questions are asked: (1) When 
you first looked at this ad, what was 
putstanding to you? Tell me about it, 
What does it mean to you? (2) In your 
ywn words—what did the ad tell you 
ibout the product (and/or company)? 
same qualifying questions as (1)]. (3) 
Vhat did the picture tell you? (Same 
jualifying questions). (4) In your own 
vords, what did the written material 
ell you? (Same questions). 

A verbatim transcript plus vital statis- 
ics are given in the reports, with exam- 
sles of methods by which the buyer can 
nalyze the data presented. There is a 
ull explanation of how the study was 
as made and what its purpose is. 

Additional impression studies, other 
ian those made on the Journal, are 
also available. 


London Times wins design award 


the Sunday Times, of London, Eng- 
land, was named winner of the second 
Annual Award for Newspaper Design, 
the British equivalent of the Ayer 
Award in the U.S. The plaque was pre- 
sented by V. E. Walker, Chairman of 
Linotype & Machinery Ltd. Printing 
World sponsored the contest, 


Ansco cuts processing time 


All 8mm and 16mm b&w film and 16mm 
Anscochrome film sent to the Ansco 
laboratories in Union, N. J., or Chi- 


Tnccnindy tao tote 40 tro of Sandy Caan tate 


core al 
ape Studebaker 


Where pride of wrerkmeewniny til comes fired’ 








Br: aks tradition, uses art 


cago, Ill., for processing will be returned 
by first class mail. It is estimated that 
the use of first class mail will reduce the 
transit time from a week to about two 
days. 


Royal Pan now available in rolls 


Kodak Royal Pan Film, heretofore avail- 
able only in sheet film, is now offered in 
unperforated 7omm rolls. With a port- 
trait-type retouching surface ,the film 
takes pencil retouching easily, according 
to Eastman. The gelatine antihalation 
backing helps prevent curling, making 
it possible to cut individual negatives 
from the roll to facilitate handling and 
filing. 


Cites art trends in industrial ads 


Art is receiving increasing attention 
from industrial advertisers, according to 
Frank Soltesz, industrial illustrator and 
consultant. He has done a series of 
studies and analyses of industrial adver- 
tising and promotion trends and con- 
cludes that “color, action and people 
are the components of illustrations that 
ar’ making industrial advertising his- 
tory.” 

The latest study involved 452 full 
page and half-page current ads of major 
industrial products and services. It also 
included analyses of 254 sales brochures 
of 206 industrial companies. Here are 
some of the results recorded: 


ae 


an 


Studebaker has used a photographic approach in 


showing their cars heretofore. In November they 
sw: ched to art. A six page, full color spread appeared in Life, Look, Colliers and 


SE presented the new '56 cars with a “personality interpretation”. 


Two pages are 


shc »n here. Edwin Georgi departed from the realistic to the interpetative use of 
col in his art. Bill Buckley, Benton and Bowles, was the AD. 
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(1) Of the 286 full page ads, 171 were 
full color. Art was used exclusively in 
121, 93 used a combination of art and 
photography. 72 used photography 
alone for the pictorial illustration. 

(2) Of the 166 half-page ads, 31 used 
color. 59 used art alone. 80 used art and 
photography. 27 used photography 
alone. ' 

(3) Of the 254 sales brochures, 96 
were in full color; 79 in g-colors; 38 in 
2-colors; 41 in b&w. Art used for 74. Art 
and photography for 123. Photography 
only for 57. 

Further study showed a trend toward 
illustrations reproduced from especially 
executed paintings and drawings. Mr. 
Soltesz attributed this to the new con- 
cept of industrial advertising—“to faith- 
fully interpret the significance of an 
industrial product or service with the 
greatest degree of imaginativeness, 
warmth and humaness,.” They are aim- 
ing at the fringe audiences. 


Die-cut RCA ad runs 
in 2nd class magazines 


The center-spread in the December g 
Colliers was an RCA Victor full color 
ad plus a special insert. Insert consisted 
of a pair of half pages sewn in at the 
bottom half of the magazine. The half- 
pages were printed in full color on both 
sides and when flipped gave four varia- 
tions of the room scene pictured on the 
bottom half of the basic ad. Each dis- 
played a different TV model, in different 
room setting and with different clothes 
on the model. 

Ad is a good example of the imagina- 
tive treatment that can be worked into 
magazine ads under the recent liberali- 
zation of second class mailing regula- 
tions. 

AD was Bud Hemmick of Kenyon & 
Eckhardt. 


Models come back to life 


Noticed the increasing use of non-pro- 
fessional models in ads? There have 
been Marlboro’s tattooed masculine men, 
DeBeers’ casual men, Smirnoff’s prom- 
inent people; Puerto Rican Rum Pro- 
motion Division’s dog and editor; Daily 
News’ just plain people; Virginia Dare’s 
celebrities; Henri Bendel’s average wo- 
men—these are some that come to mind. 

Some objection voiced against the 
professional model is that the “average 
person” cannot identify with the face, 
figure and pose of the pro model. Thus, 
in trying to establish a true rapport with 
the customer, che more natural non-pro 
who is representative of the market 
sought by the advertiser is used to con-. 
vey his message, 
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Required 31 color photos Four-color spread for Telechron, titled “50 Ways 

1 Gift Remembers for You,” contains 32 panels of 
artwork arranged in four rows of eight panels each. There are 31 reproductions of 
color photos and go of these show clock-radios that use Telechron electric memory 


timers. 


Producing an ad as complex as this required work to begin in May for the ad 
to appear in November. Each of the go different situations had to be accurate (as 
ta what time to feed a baby, when a deb goes on a date, when a woman begins 
to clean house, etc.). Photographing the job, done by Paul Wing Studios, involved’ 
interviewing a small army of models for the 26 different roles. Six to eight Koda- 
chromes were taken of each situation. (Pages 2 and g of 3-page ad are shown here.) 

AD was Bruce Green of N. W. Ayer, Phila. 


Industrial design show 
runs Jan. 16-27 


The second Chicago area Industrial De- 
sign exhibit has been rescheduled for 
Jan. 16 and through 27 to coincide with 
the second week of the Furniture and 
Home Furnishings Market show. 

Originally planned for Nov. 7-18, the 
Industrial Design exhibit has been de- 
layed to permit manufacturers, buyers, 
and designers attending the furniture 
show to view the design exhibit, accord- 
ing to Stowe Myers, chairman. 

The exhibit will feature mass-pro- 
duced products designed by members of 
the Chicago chapters of the American 
Society of Industrial Design and Indus- 
trial Design Institute, who are cooper- 
ating with Illinois Tech in presenting 
the show. 

Items ranging from household appli- 
ances to farm equipment will be dis- 
played at IIT’s new Architecture-Plan- 
ning-Design building, 10 W, 34th Street. 

A two-day symposium on industrial de- 
sign will be staged in conjunction with 
the exhibition to provide industry with 
information on the proper use of design. 
Scheduled for Thursday and Friday, Jan. 
1g and 20, the symposium will be held 
in the IIT Commons building, 3200 S. 
Wabash Avenue. 
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15 million frames a second possible 


High speed cameras that record as high 
as 15 million picture frames a second 
have been described by George T. Eaton 
of Kodak Research Labs. He said that 
camera units having film wrapped on a 
revolving drum, or based on a rotating 
mirror principle, utilize high-intensity, 
short-duration exposure to reach tre- 
mendous recording speeds. Other cameras 
with conventional film sprocket drive 
are capable of speeds up to about 10,000 
frames per second. One superfast camera 
described was the Hycon Submicrosec- 
ond, which has an exposure time of one 
ten-millionth of one second. 

These high-speed cameras are finding 
increasing application in science and in- 
dustry. 


Package designers submit work 
for international book 


American - package designers may send 
examples of their best work to the 
editor of Graphis, who is compiling 
material for publication in “Art in 
Packaging”. It will be international in 
scope and will be styled similar to 
Graphis. 

Entries, preferably photographs, may 
be sent to Walter Herdeg, Graphis Press, 


45 Nuschelerstr, Zurich 1, Switzerland. 
Each entry should be accompanied by 
the designer’s name, artist, art director, 
agent or firm. 


Brevity, sincerity, comedy 
preferred in TV commercials 


Survey taken by ABC Western divisior 
found that TV viewers generally prefe 
short commercials. 265 Los Angele 
homes of varying incomes, size of fami 
lies, and locations were interviewed t 
find out what they considered a goo 
television commercial. Answers indi 
cated these as the four top qualities 
shortness, comedy, sincerity and cartoo: 
type—in that order. 

Majority agreement was that uninte: 
esting and unimpressive commercial! 
were characterized by false statement 
high-pressure tactics, excessive lengt! 
repetition and excessive loudness. 

Preference for cartoon commercia 
came from 80%; 15% liked actual den 
onstrations. 50% said that enough i: 
formation was contained in the ad 
while 30% felt that too much was 
crammed into one commercial. 


Business ads to be judged 
Associated Business Publications, Inc. is 
holding its annual awards competition. 
Business paper advertising campaigns 
are eligible for entry. Deadline ‘is Janu- 
ary 3}. 
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Humor and a tale Simplicity 
terns used ar 


Steinberg to illustrate a story that be 
“Once there was a woman and she 
the Christmas spirit.” Story has 
same simple, child-like content as 
art. AD was Joseph Shaw of Fra 
Bruck Agency. 
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jport art to tour U. S. 


sports Illustrated has prepared a col- 
ection of over a hundred oils, water- 
olors, drawings and prints under the 
itle, Sport in Art. It made its official 
ebut on November 22 at Boston, and 

ill tour the United States during 1956, 

aking its final appearance at the 

lympic Games in Australia. Also spon- 
.oring the show are the American Fed- 
ration of Arts and the U. S. Informa- 
on Bureau. Six leading stores will par- 
| cipate in local sponsorship. 

The pictures are from major collec- 
tons lent by museums, galleries and in- 
cividuals, with a time span from Goya 
t» Rattner. They include all phases of 
sorts. 

After December 15, the show will move 
from Boston’s Museum of Fine Arts to 
Corcoran Gallery in Washington—Janu- 
ary 5°$°- 

The schedule continues as follows: 
Louisville, J. B. Speed Museum, Feb. 15- 
Mar. 10; Dallas, Museum of Fine Arts, 
Mar. 25-Apr. 20; Denver, Denver Art 
Museum, May 5-30; Los Angeles, County 
Museum, Jun. 15-Jul. 10; and San Fran- 
cisco, Palace of the Legion of Honor, 
Jul. 28-Aug. 26. 


Color changes achieved 
in black projection screen tests 


Changing colors and brightness can be 
obtained with grey or black projection 
screens, plus varicolored artwork, in a 
slide projection procedure studied in 
Kodak Research Laboratories. 

The procedure is applicable to trans- 
parency retouching. By projecting a 
35mm transparency, the resultant larger 
image might be retouched easily on the 
screen, thus saving time in hand-cor- 
rection in smaller, original sizes. Al- 
though hand-correction has been done 
previously on screens, the low reflection 
screen, such as dark grey or black, per- 
mits greater brightness change. 

Preparation for the special effects in- 
vol'es sketching on a black, rather than 
the traditional white, projection screen. 
The art work follows the outline, con- 
tours and colors of a projected image. 
Wh te or colored paints may then be 
app ied, depending on the color effects 
desi ed. Colors can be changed within 
limi ations and in some applications by 
use of a succession of screens. Photo- 
gray uic quality is retained. 

Te procedure can also be used in 
adaj ‘ation of photomurals and for en- 
tert: nment effects in show business. 


Roc} well Kent challenges U. S. 
in p :ssport denial 


Rock well Kent again has again been 
deni da passport to travel abroad. The 
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State Department has demanded an af- 
fidavit that he had never been a Com- 
munist. Mr. Kent, at the time of this 
writing, had planned to sue in Federal 
court in Washington Nov. g. 

Mr. Kent has been denied a travel 
passport twice previously because of al- 
leged affiliation with various organiza- 
tions designated as subversive. He had 
testified in 1951 in Supreme Court that 
he had never been a Communist. 

His application was for a passport 
to attend the World Peace Council As- 
sembly in Helsinki. 

An exhibit of Mr. Kent's work, enti- 
tled “The Right To Travel,” was held 
in October at the Great Northern Hotel, 
New York. 


Art file set up 
by Artists Guild 


24 members of the Artists Guild of New 
York have combined their efforts to 
bring prints of their work and a listing 
of their services to the attention of art 
buyers. 

A handy Art File has been prepared, 
containing 17 sheets of the reproductions 
and a sturdy file folder with the listing 
of the artists and their work. 

The Art File has been mailed to a 
great number of art buyers, mainly in 
the New York area. You may obtain a 
free copy from The Artists Guild Inc., 
129 East 10th Street, New York 3, or 
phone GR 7-0988. 

Information about the work of mem- 
bers not listed in the Art File can be 
obtained through the same address or 
phone. 





Treidler poster wins first At the Sil- 
ver Jubilee 
Congress and World Convention of 


ASTA (American Society of Travel 
Agents) held recently in Luasanne, 
Switzerland, Adolph Treidler’s poster 
designed for the Furness Steamship 
Company received first prize in the 
steamship category. It was the only 
American poster winning an award in 
any of the categories. It was printed 
by the silk screen process. 

Mr. Treidler, who is a member of 
the New York Art Directors Club, re- 
cently completed murals for Bermuda 
Government offices in London, Eng- 
land. 


Through this titthe hub. . 





Use of the symbol Basic problem was 
to illustrate this 
vital use of Bristol Brass without becom- 
ing too technical or too dramatic. Re- 
straint and good taste were imperative. 
Linework on the hand and _ hypo- 
dermic needle were used to give a 
strongly symbolic effect, and simultan- 
eously the photograph of the child was 
used for emotional appeal. 

Duotone was used on the photo to 
accent the light on the child’s face and 
because the feeling of light could be 
controlled much better than by using a 
flat tint. Yellow was used without screen 
to bring out the small brass hub of the 
needle. 

Donald B. Bowman was art director; 
artist, Arthur Lidov; photographer, Paul 
d’Ome Studio. Agency for Bristol Brass 
is Sutherland-Abbott, Boston. 


New Jersey plans 
large-scale fine art show 


New Jersey Art Today will be the first 
state-wide contemporary and _ retrospec- 
tive art exhibition of large proportions 
ever held in the state. It is scheduled for 
Fall of 1956 on the Rutgers University 
campus. 

It will be jointly sponsored by Rutgers 
University, The State University of New 
Jersey, New Jersey Chapter of Artists 
Equity Association and The New Bruns- 
wick Art Center. Financing is being un- 
dertaken by a group of public spirited 
New Jersey corporations and individuals. 

The show will bring together the 
work of famous painters of an earlier 
day who worked or lived in New Jersey 
and will show the work of present day 
artists who live in the state. 

Ben Shahn has designed the cover 
of the show brochure. The design will 
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also be featured on the show stationery 
and at the exhibition. 

For information about the exhibition, 
write Mrs. Charlotte Shatkin, Executive 
Secretary, New Jersey Art Today, Box 
539, Rutgers University, New Bruns- 
wick, N. J. 


Imperial comes luxuriously gift-wrapped! 


Gift wrap speeds Hiram Walker 


liquor counter sales claims to be the 
first manufactur- 


er to gift-wrap merchandise and make it 
available in quantity on a nation-wide 
basis, 

One of the problems of the liquor 


salesman at Christmas time has been 
finding time to gift-wrap an awkward 
bottle. HW solved this problem by 
packaging their standard bottle — no 
special decanters — in a carton and 
wrapping it by electronically controlled 
machinery. To comply with Federal 
regulations each package is enclosed in 
a clear cellophane overwrap on which 
the brand name appears. This wrap may 
be easily removed, leaving only the 
Christmas gift-wrapping, which has a 
place for “to” and “from.” 

All wrapping designs are by Roger 
Bradfield, Minneapolis. 

The various designs were shown in 
the “family ads”. Individual designs ap- 
peared in ads for specific HW brands. 
Besides trade publications, advertising 
encompassed magazines, newspapers and 
outdoor bulletins. At the point-of-sale 
there were window, floor island display, 
shelf, counter and window streamer 
pieces. 

Irving Penn did the photography for 
the ads and Orville Sheldon was ~-AD, 
Foote, Cone & Belding (Chicago), Other 
agencies involved in the campaign were 
C. J. LaRoche and Maxon (Detroit). 
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Y&R, DDB, join 
Director’s Art Institute 


First agency members of the newly or- 
ganized Director’s Art Institute are 
Young & Rubicam and Doyle, Dane, 
Bernbach. DAI is an outgrowth of Di- 
rector’s Art. Available to members will 
be the DAI file of the work of 5,500 
artists and photographers as well as a 
number of new services. 

Dave Bradshaw and Barrie McDowell 
of DAI have added the following ser- 
vices to their well known file: 

1. research program covering job op- 
portunities, prices, type of work in 
demand, and other business problems 
requiring factual data. 

2. a non-fee employment service. 

3. an information center. 

4. series of conferences on vital cur- 
rent topics in the field. 

5. a discount service for art supplies 
and services. 

6. a publication, devoid of advertis- 
ing, devoted to the membership. 


Rochester Photography Salon 
invites entries to its 20th 


Photographs from around the globe will | 


collect in Rochester as the goth Roches- 
ter International Salon of Photography 
gets underway. The exhibition is slated 
for March 2 and will continue through 
March 25, at the Memorial Art Gallery. 

Eighteen medals will be awarded in 
the various sections, which include pic- 
torial, nature and stereo categories — 
both prints and slides. 

Photographers from all over the world 
are invited to enter their work. Closing 
date is February 5, 1956. Requests for 
entry forms should go to Jack Stolp, 
exhibits director, 282 Bellehurst Drive, 
Rochester 17, New York, U. S. A. 


New Minneapolis art studio 


Advertising designer and lettering artist, 
Merlin Krupp, announces the formation 
of a new studio, A*DeK (Art Depart- 
ment). It is located in the Northwestern 
Federal Building, Minneapolis, Minn. 

Included in the staff are Jerry Ryan, 
mechanicals; Dave Thatcher, illustra- 
tion; Merlin Krupp, design, lettering 
and art direction; Ray Barton, modern 
cartoon and layout; and Ken Weis, 
mechanicals and _ production. 

Mr. Barton and Mr. Krupp are mem- 
bers of the Art Directors Club of Min- 
neapolis, the NSAD and the Society of 
Artists and Art Directors of Minnea- 
polis. 


Russia, America to exchange art 


Should a recent agreement “in prin- 
ciple” between the Soviet Union and 
the United States come about, these 


countries will exchange some 200 mas- 
terpieces of art. 

Carleton Smith, director of the Na- 
tional Art Foundation, said that he and 
Nikolai A. Mikhailov, Soviet Minister 
of Culture, had approved the trading 
of paintings and sculpture between the 
two nations. 

Leningrad’s Hermitage Museum con- 
tains a fine collection of French impres- 
sionists and “the best selection of Span- 
ish masters outside the Prado in Ma- 
drid,” according to Mr. Smith. The ex 
change would also enable Americans to 
see for the first time examples of Rus 
sian religious art dating to the 12th 
century. Such later artists as Chagall! 
and Kandinsky will possibly be in 
cluded. 

Mr. Smith has proposed that a wid: 
selection of works of El Greco, Titian 
Raphael, Rembrandt and the Frenc! 
masters together with some of the igt! 
century American painters be includec 
in our contribution to the exchange 
Several outstanding pieces of sculptur 
will also be sent. 

Arrangements have also been con 
cluded for an exchange group of fift 
“art lovers” between the United States 
and the Soviet Union in April and May 
of next year. Americans making the trip 
would finance the trip themselves and 
would have a choice of visiting Moscow, 
Leningrad and Kiev or Soviet Central 
Asia. 


“Lucky Sev- 
enth” lunch- 
eon of the Washington Art Directo 
Club was the kickoff of plans for te 
7th Annual Commercial Art and Ph» 
tography Show. 

Making plans for their biggest a: < 
best are George Lohr, president; Do 
Hayes, co-chairman; Bill Thompson, « »- 
chairman; Jim Dunlop, advisor on p! 
tography; Dan Hasson and Ge 
Hoover, sub-committee chairmen for | 
show. 

Show dates have been changed fr: ' 
April 8 to April 29; are now April 5 to :9. 


Washington plans 7th 


(continued on page 42) 





“Advertising and editorial art 


is symbolic of the times” F. H. Roberts 


“Direct mail and booklets 
versatile and imaginative tools 


in telling and selling” A. Gavasci 


VISUAL THINKING AT ITS BEST... 


“Good taste is a volatile thing” 


“Magazine design today 
a transition from word 


thinking to visual thinking” W. Hainline 


“Recognizable images 
a pre-requisite of editorial art 


” 


“Point of sale design 


answer to automation” L. Sutnar 


“This years crop of winners 
exciting television art” 


Visual thinking, as used to make people 
buy products, services, ideas, is seen at 
its best in the just published 34th An- 
nual of Advertising, Editorial Art & De- 
sign of the Art Directors Club of New 
York. The book is a record, much in 
color, of the 1955 exhibition sponsored 
by the club. It is published by Farrar, 
Straus and Cudahy for $12.50 and can 
be ordered through this magazine. 

Under the chairmanship of Frederic 
H. Roberts seven top art directors de- 
signed 2-page separation sheets and an 
eighth, George Giusti, designed the cov- 
er and jacket. 

The design of the book, excepting the 
special separation pages and the cover 
and jacket was executed by Alberto Ga- 
vasci who also prepared one of the sec- 
tional dividers. The other sectional 
sheets were designed by Robert Gage, 
F. H. Roberts, Wallace Hainline, Lester 
Beall, Ladislav Sutnar, and Georg 
Olden. 

Gavasci has presented more than 400 
specimens in 333 pages, using a poster- 
like page treatment to preserve and in- 
tensify the excitement of the material 
shown and to avoid a catalog-feeling. 

The peg-board background of the ex- 
hibition has been abstracted into an ex- 
panded dot design which appears 
throughout the pages as a flexible pat- 
tern. The five colors used in the book 
are re-employed as color bands that give 
a tonic touch to the pages. Directional 
discs, spotted throughout the show, ap- 
pear intermittently in the annual ad- 
ding rhythm and unity. The end papers 
feature a bold disc pattern in black-and- 
white, inset with the official AD symbol. 

Large images and bleeds and elastic 
use of white space give a feeling of 
largeness to the pages. No two pages 
are alike as there is continuous varia- 
tion of layouts Insiead of alternating 
big and little pictures, contrast is 
achieved by the color bands, discs, and 
peg-board pattern. 

Bodoni is used for text type with Gro- 
tesque for captions. The seven sections 
cover advertising layout, advertising art, 
editorial layout, editorial art, posters 
and point of sale, direct mail and book- 
lets, TV art. @ 








Art and design no longer simply 
frame and dress copy. In today’s 
intensively competitive selling 
economy, art and design along with 
copy, are primary sales tools. 

Do your ads recognize this? 

How are some advertisers selling 
harder with shrinking copy areas 
and quieter claims? 

Brevity has become the soul of sales. 
White space is doing what black 
type once did. In this article 

are the reasons for this art direction 
in advertising and a variety of 
ads showing how different ad 
leaders are applying it. 


A PART OF GOOD LIVING... your telephone by your side 
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FAST-SELL ADVERTISING IS MAKING MORE COMPA '! 





1) Picture caption, big picture and small caption 
used by Toni for White Rain. Shampoo fea- 
tures new formula with improved lathering. 
The heavy sell is primarily visual. Impact 
and drama were increased by use of black 
backgrounds and bleed pages. AD was Edward 
R. Collins of Tatham-Laird, Chicago. Photo- 
grapher was Richard Avedon. 


Plenty of white space and a silhouetted four- 
color picture set the stage for brief, care- 
fully worded message. The headline features 
good taste, “A part of good living. ..." Art 
by Rudy Pott. AD was N. W. Ayer'’s Walter 
Reinsel. 





Fashion ad with fashion touch yet dramatic 
in display and reproduction of fashion de- 
tails. AD was Bernard Goldberg of The Rock- 
more Company. Photo by Lester Bookbinder. 


There's a solid copy block here but notice how 

one range rather than a whole kitchen is 

shown, how the picture has that fashion 

touch. McCann-Erickson AD was Nils Berg. 
5) Photographer was Paul Wing. 


Here's a printer's ad without a big press in 
the picture. Says artist-AD Peter Van Scozza 
of Baldwin, Bowers and Strahcan, “A gen- 
erous amount of white space salted with 
brilliant Bourges adhesive color sheetings, 
plus design factors provide excellent stop- 
page.” Ad is for J. W. Clement Co. of 
Buffalo. 


“So highly regarded” starts the copy, and 
the same might be said of the ad. The big- 
gest selling factor jor this Scotch is a visual 
symbol, the shape of the famous pinch bottle. 
Says AD Everett Sahrbeck, “That was our 
central starting point in planning the ad.” 
Photographer was Irving Penn. Reach, Yates 
@ Mattoon is agency for Renfield Importers 
Ltd. 

No prices, no superlatives, no competitive 
claims. The copy headline tones the ad, 
“Dreams come true..." and the picture and 
layout make the housewife feel her dreams 
(about towels, anyway) will be fulfilled with 
Dundee Towels. Ad introduces new line of 
colors. AD was Clifford A. Rathkopf of The 
Wesley Associates. Fred Baker of Studio As- 
sociates shot the model and the still life waa 
by John Peatty of Quality Studios. 


This is a fast-sell era. Only a decade ago 

demand outstripped supply for so many 

. goods and services that a buyers stam- 

T, SELL iT VISUALLY pede would result from simply announc- 
ing that you had new cars, or TV sets, 

op Disard B. Gotthes or nylons. We called this a soft sell era. 

Then production caught up to de- 
mand in most lines. The green grass at- 
tracted much competition and advertis- 
ing re-entered an era of competitive 
claims, of stressing product advantages, 
real or imagined, major or minor. Ad 
budgets zoomed and we were in a hard- 
sell period. 

Then we wondered what would come 
next. There was plenty of consumer 
purchasing power, for the short haul. 
There was expanding population for 
the long haul. Productivity was high and 
growing. It became apparent that to 
stay in business you had to grow. To 
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grow you had to sell, to advertise and to 
promote. The consumer was no longer 
desperate for goods and services. The 
vendor—manufacturer, wholesaler, or re- 
tailer of goods or services—had to sell 
hard, had to outsell competition, had to 
convince the consumer to spend his 
money on things he didn’t need des- 
perately. 

Thinking of the visual appearance 
of the ad, display, mailing, package, 
poster, we wondered what would hap- 
pen. Most of us remembered once be- 
fore when this hard sell situation trans- 
lated itself into buckeye ads, big black 
type, superlative adjectives; exorbitant 
claims. And we wondered if that day 
was coming back. 

The evidence to date says no. The 
hard sell era has become a fast sell era. 
With more dollars at stake than ever 
before, there is more advertising and 
sales promotion, and more intensive 
sales efforts than ever before. But there 
is a different tone. The post-war hard 
sell era hasn't merely hardened further. 


What is happening . . . why? 


An increasing number of advertisers 
are toning down their claims, their head- 
lines, and giving less space to copy than 
ever before. Why this switch? How is 
this hard sell? 

A greater percentage of the area of 
the ads is being devoted to art, photo- 
graphy, design, white space. In a sense, 
our new hard sell drive has switched 
from black to white. Why? 

(The space ratio between copy and 
art is cited as evidence of the growing 
importance of the visual element, in 
printed advertising. This does not mean 
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that the percentage of space by itself is 
a measure of relative importance, nor 
that this percentage will remain fixed. 
From season to season, for various mer- 
chandising reasons, campaigns now 


. heavy with copy may switch to smaller 


copy blocks, and those with brief copy 
may find the need for more detailed, 
reason why copy. The important point 
is that a large segment of management 
has been made very “visual” conscious, 
very aware that good design can mean 
better selling. When a company {nds it 
necessary to use more copy in their ads, 
there is likely to be more of a coupling 
of good copy and good design than 
formerly.) 

Two great changes have developed 
since the buckeye days and even since 
the post-war hard sell days. They can be 
summed up in two words. Taste and 
speed. 


Taste 

The consumer has, or thinks he has, 
good taste. He has developed at least a 
taste consciousness. More than ever be- 
fore, how a thing looks is as important 
as how it performs. Not that the per- 
formance of a car or refrigerator doesn't 
matter. But with competition be.ng 
what it is, the top selling cars must \ot 
only out perform but out eye-appeal ‘he 
competition. Refrigerators come in ol- 
ors now. The manufacturer appeal: to 
and flatters the consumers taste, and his 
sense of fashion. And this is at least ar- 
tially reflected in the tone of the ac er- 
tising. It isn’t good taste to scream s0 
you must be emphatic, you must be les 
effective without seeming to sci im. 
This line of thinking has largely >re- 
vented a recurrence of the buckeye « ays, 
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often makes the good taste feel of the 
ad the power line that Cooper Black 
used to be. 


Speed 


Speed is important too, much more so 
than ever before. Although the consum- 
er has more leisure hours than formerly, 
he has so many more things he can do 


with that time that he actually has less 
time to do any one thing, such as read 
ads and sales literature. Many things are 
responsible for this condition but per- 
haps the greatest single force is TV. TV 
cuts into reading time. Record high 
magazine circulations would indicate 
that people still want to read. But they 
want to get to the point faster. They 
want more facts, more information per 
sentence. The man who read a story in 
an hour a few years ago wants to read 
two stories in that time now. Saturday 
Evening Post was the most recent of the 
major magazines to recognize this fact, 
to cut the length of its stories and to add 
white space to make them look com- 
paratively easy and rapid to read. (See 


8) More than appetite appeal in these olive ads, 
@ @ sound service suggestion to encourage 
wore use of olives is part of the visual mes-' 
« ge. Earl Soto of McCann Erickson, Chicago, 
is AD. Artwork was a Flezichrome executed 
Kling Studios. 


Tie series runs on alternate schedule with 
large picture, appetite appeal service sug- 
tions ads. Maison Clark was Young & 
vicam AD. Jack Welch (remember the 
-O animals) was the artist. 


“¢ much emphasis as we found possible is 
en to the product just as we believe you 
ud think of it in your home” says Cari 
s, Young & Rubicam AD of Minute Rice 

Irving Penn pictures. 
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11) “We moved in the direction of illustration 
that would provide a feeling of rich coffee 
enjoyment with the utmost simplicity as well 
as a distinctiveness identifiable solely with 
Nescafé. This ad achieved the highest Gallup- 
Robinson impact score ever recorded for an 
instant coffee.” So says Stanley Freeman, 
Executive AD at Bryan Houston Inc. AD 
for the ad was Bill Montgomery. 


“Deliciously Yours” say both the picture and 
the headline. AD was Robert Wheeler of 
Young & Rubicam in Los Angeles. Photo by 
Nickolas Muray. 


“We wanted to put the product in an atmo- 
sphere that would tell a story of quality, good 
taste and elegance ...” says AD Sam Fink 
of thie Kent ad. Preliminary layout by 
Frazier Purdy set this ad in right direction. 
Photographer was Leslie Gill. Agency was 
Young & Rubicam. 


14) Light touch for heavy sell is being increas- 
ingly used too, as the above Carrier and 
Emerson ads show. Carrier ad was by N. 
W. Ayer. AD was Phil Eitzen, photographer 
was Edie Gallop. Emerson ad was prepared 
by Grey Advertising Agency, Milton Ackoff 
AD. Shown is a Saul Steinberg drawing. 
Campaign also use Otto Soglow and William 
Steig. 


Copy may be briefer in todays ads, but if 
anything that means it must be better too. 
Case in point is the “Modess .. . because” 
series. Says AD Ron Johnstone, of Young & 
Rubicam, “Although there are but two lines 
of copy, thousands of words were written 
before the right thought and combination of 
words were arrived at by Mary O'Meara.” 
Piz ie a small portion of a 2% 2 2%” 
Rollei shot by Lillian Bassman, enlarged 
about 10 diameters. 
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October 1955 issue of this magazine.) 

Look at current advertising specifi: 
ally for the increasing number of ads in 
good taste and ads with relatively smal] 
copy areas. Some are shown here. No 
all advertisers are following this pattern, 
but an increasing number are. Who are 
they? 

There is “Modess... because.” Well 
you might say, that’s nothing new, and 
what else can they say. But the reason 
they are still doing this kind of adver 
tising is because it is paying off. And of 
course there is the Container Com. 
Series, and the DeBeers “A Diamond i 
Forever” series. But these are institu 
tional, or luxury products, you might 
say, so they don’t prove anything. Ar 
there any hard sell mass market adver 
tisers turning to this approach? 

Emerson Radio & Phonograph Corp 
ads are more than 3% pictures less than 
4 copy. But the significant thing 
that the picture is primarily a {ast eye 
stopper, mood setter. The reader doesn‘ 
have to study the details and descrip 
tions of a whole line of sets. Th types 
large and well leaded. And thi: is no! 
institutional advertising. This i: a cam 
paign into which Emerson has sunk @ 
record budget to step ahead o one of 
the hardest selling fields in the « onomy. 

Also in the appliance field, look # 
what Carrier is doing, via N. ° ’. Ayet 
And that wildest of wild clai : 
cigarettes, finds Philip Morri 
large picture showing consun 
ure (an illustration) and a si! 
paragraph selling pleasure, g 
and “modern taste.” 

Kent cigarettes sticks wit! 
graphy, uses a high fashion p © 
the product in use. And its co) / 
is to good taste with the prod: t 
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ds are in full color and make you want 
run right into the kitchen for an 
live. No competitive claims, no health 
laims, just a visual presentation that 
makes you want them. Well, you say, 
lood acs always stressed the pictures . . . 
but stop. There are too many such ads 
or them to be dismissed as exceptions. 
hown on these pages are appliance ads, 
igarette ads, food ads, clothing ads, fur- 
i ads, houseware ads, service ad- 

floor covering, airlines ads, 

utilities, toiletries, liquor 
evidence could be piled still 


ict is, more and more advertisers 
ening variety of products and 
re turning to fast communicat- 
vith good taste for the hardest 
ort in history. 
owing direction of advertising 
y an art direction. And with it 
lly creative advertising men, 
rectors, artists, photographers, 
\ers, have their greatest oppor- 
move up in importance in 
g echelons. 
in AD has wailed about the 
agency position of the copy- 
the creative team. A famous 
just did a bit of indirect wail- 
na recent issue of Advertising 
was an article about James 
ing headed “Jim Young Proves 
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physical impossibility for the reader to 
read more than a few and do a day’s 
work, and see TV, and visit friends, and 
take care of the kids. 

But perhaps the most interesting 
thing about the story was that it ap- 
peared at all, that it seemed necessary 
to try to prove that “People Still Read 
Printed Advertising.” The very defense 
of “closely set copy that is unaided and 
abetted by pictures of any kind” shows a 
recognition of the art direction of the 
times, a recognition that copy is on the 
defensive. 

The art direction of todays advertis- 
ing would indicate that a better balance 
between copy-thinking and art-thinking 
is on the way in this fast-sell era in 
which more and more companies are 
saying it and selling it visually. @ 


16) Design, yes. But this picture also says this 
chair may look light, but is actually very 
strong. AD Milton Sutton for The Zlowe 
Company. Photographer was Herbert Mat- 
ter. The Knoll chairs were designed by 
Harry Bertoia. 


This full-color series for Maidenform started 
in 1949, runs two different ads yearly, one 
for three months in the Spring, the other 
for three months in the Fall. Ads conceived 
and styled by Miss Kay Daly, Vice President 
and Fashion Director for Norman Craig & 
Kummel. Piz of model Carmen is by Norman 
Parkinson of Photography Place. 


by GCMI for the picture copy, offered in 6 
point type. 


Still-life compositions are characteristic of 
the current Andrew Geller campaign. Ed 
Gambale of The Frederick-Clinton Co. was 
AD. Photographer for ad shown was George 
Greene. 


Light touch for heavy sell (see 14). 


. art provides the 
answer. Kenyon & Eckhardt for Berkshire 
Knitting Mills. AD was Doris Brinkerhoff. 
Paul Radkai was the photographer. 


Copy asks the question . . 


The picture suggests the sound. .. . In this 
Capital Airlines ad, prepared by Lewis Edwin 
Ryan Advertising, client VP James W. Aus- 
tin suggested that a good way to bring the 
turbo-prop Viscount to the public attention 
would be to call attenti to ite distincti 
sound. He suggested a suburban scene with 
a boy and his dog attracted by this new 
sound. AD Ed Hall called in artist Ben Prins 
for the illustration. Ad ran in full color in 
9 . in two colors in trade 
papers, and as a full color poster. 








Another example of humor, plenty of white 
space, minimum copy in a highly competitive 
field (see Emerson Radio and Carrier Air 
Conditioning ads). It will be interesting to 
note next year's paigns to see wheth 
more companies follow this approach, or 
whether these companies switch to the more 
traditional hard sell ad packed with product 
illustrations and reason why copy. This Bar- 
wick carpets ad prepared by Mitchell WerBell 
Advertising. AD was Roger Vershen, artist 
was Martin Lynn. 








As a distinguished German designer 
and teacher, Franz Hermann Wills, has 
recently pointed out, “The Hitler 
regime and its consequences cut the 
Germans off from the ‘interpenetration’ 
of European and .imerican ideas and 
methods for almost 20 years. The isola- 
tion was total and complete. No other 
country was so cut off for so long and, 
as a result, Germany alone in Europe 
had to start again from scratch and, 
when they did start, they found them- 
selves hopelessly out of date.” This, of 
course, is perfectly accurate as far as 
it goes and it shows why, at least up 
until very recently, German advertising 
has by and large been characterised by 
a general aura of dullness and bad taste. 
But it does not take into account the 
fact that the work of quite a number of 
artists—good and bad—is today substan- 
tially the same as it was in the palmiest 
days of the last regime. 

And Mr. Wills is not over encour- 
aging about the future either. Owing 
to the continued insistance on an all- 
important sales message, posters are 
getting rarer and rarer and ads are 
getting longer and longer winded. In 
fact, soon the only place where a Ger- 
man graphic artist will be able to 
exercise his talents is the bookjacket. 
The trademark, on the other hand, 
offers great scope and some artists are 
doing good work in this field. Packages 
and display material are also assuming 
greater importance and, as the accom- 
panying examples show, there are artists 
who, when given a chance, are capable 
of real achievement of which they need 
not be ashamed in any company. ° 
1) Heinz Kiessling . . . from a long series of silk- 

screen posters for a sensational Hamburg tab- 

loid. 

Hermann Eidenbenz . . . a Swiss working in 

Germany for some time, Eidenbenz created 

these arma for the city of Braunschweig. 

Kurt Kranz . . . colorful travel folder for a sea- 

side resort. 

O. W. W. Hadank . . . Germany's most famous 

package designer, whose preciseness and gen- 

eral tidinese of design has had a tremendous 
influence. 

Franz Hermann Wills . . . magazine cover for 

Intarsia, a wood producers trade paper. Strong 


lettering and typographic design have always 
been important in German design. 


S. & H. Laémmle . . . pharmaceutical ad in red, 
yellow and black. As a rule, pharmaceutical 
advertising art is weak. 


G. W. Hémig . . . from a series of text-free 
b/w newspaper ads for caffein-free coffee. 


Hans Schweiss . . . from a silk screen poster 
series for a Stuttgart newepaper. Heading 
claims “He who reads it is well-informed.” 


Dorland Studio . . . imaginative use of photog- 
raphy in a full color ad for men’s neckwear. 
Good photo ad art is a rarity. 


a 20 year gap to be closed... 
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ALBERT STAEHLE / AMERICAN WEEKLY ROBERT KUHN / FIELD & STREAM 


Animals do things differently from human beings. But at least they are consistent, 

and each breed has a similarity in appearance. This seems to make it easy for the artist; 
if he draws a cocker spaniel, except for markings and coloring, it looks like all 

cockers. But just see what Al Staehle does with his beloved little Butch, giving him 

a personality all his own. 

Gladys Cook’s Siamese cats grace the walls of the Metropolitan Museum. She is one of 


the most famous painters aud illustrators of cats. 

Elmor Brown has turned to an old love, horses, One gleans, from a chat with 

Mr. Brown, the whys and wherefors of joints and bone structure etc. of his majesty, 
the horse. Bob Kuhn's ole brown bear is beautifully drawn, and having a wonderful 
time, for all his ponderous hulk and awkwardness. And C. E. Monroe Jr. has caught 
the spirit of the hunt at dawn, the baying hounds and the sly old fox trying to 

give them the slip. 

One can almost hear a veritable symphony of howls and growls emanating from the 
clubhouse of the Society of Illustrators, at 128 East 63rd Street, in New York, when 
these artists have a showing of their animal pictures. A. Halpert @ 


ELMOR BROWN / PORTRAIT OF WAIT-A-SIT GLADYS EMERSON COOK / METROPOLITAN MUSEUM 





Armstrong 


CASE HISTORY: 


The new trade-mark had to be adapta! ‘¢ to 
an infinite variety of uses, a few of whic. are 
shown here ... on products and pach ages, 

on labels, in ads, on house publicatio: s, in 
sales promotion material, on tubes, jars, 
botiles, caps, corks, letterheads, office forms, 
displays, posters, on TV, shipping con- 
tainers, truck sides, freight car sides, com pany 
vehicles, cans, cartons, on buildings, 

in lobbies, on water towers 


Here are three predecessors of the new 

mark, At top is the original “Circle-A” first 
used in 1888 on corks for prescription bottles. 
The 1933 revision added the company 

name. The 1938 revision was used until this 
year, being gradually replaced as far back 

as August 31, 1954, when the new mark 

first appeared on TV’s Circle Theater. In 
November 1954 it appeared in Saturday 
Evening Post ad, and it may not be until the 
end of 1956 before it has been fully 
integrated throughout the compan\ 


John V. Glass, Advertising and Promotion 
Department Art Director, Armstrong Cork 
Company, joined the Company in 1948. 

He is a graduate of the Philadelphia Museum 
School of Art and Lycoming Collexe. 

Prior to joining the Armstrong organization 
he did free-lance art and operated a 
one-man agency. He was a camouflage 
officer in the U. 8. Army in Alaska and 
Europe during World War I. 
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RE DESIGN 


PROBLEM: To develop a trade-mark that 
would meet the following three require- 
ments: 

1. Recognition: To successfully trans- 
fer the recognition built up over 
the years for “Circle A” and the 
name “Armstrong.” 

. Flexibility: To be appropriate for 
use with any of the Company's 350 
products — from high-style _ plastic 
loor coverings to gaskets and clutch 
acings for automotive use. 
tharacter: To reflect the personality 
f a Company with a reputation over 
he years for itegrity and with mod- 
rm, progressive management that is 
nvesting millions of research dollars 
nto developing products for home 
nd industry. 

).ax Banzhaf, Director of Advertising 

anc Promotion, summed it up: “What 

we .eeded was one trade-mark—one sym- 
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bol that could identify everything ‘Arm- 
strong’ without confusion and that was 
at the same time easy to pronounce and 
remember without completely throwing 
away the acceptance built up for ‘Circle 
A’ and ‘Armstrong’.” 


BACKGROUND: For years the Armstrong 
Cork Compay had two means of identi- 
fying itself to the public. One was a 
symbol consisting of an “A” within a 
circle, and the other was a special style 
of lettering for the word “Armstrong's.” 
The “A” within the circle was a good 
visual symbol, but could not be pro- 
nounced except as “Circle A.” The let- 
tering style for the word “Armstrong's” 
was becoming old-fashioned in appear- 
ance and consequently difficult to in- 
tegrate with modern layouts. 


SOLUTION: It was found that a common 
thread ran through many of the hun- 


dreds of design variations developed. 
The “Circle A” and the word “Arm- 
strong” kept appearing in combinations 
of one sort or another. 

The trade-mark éventually accepted: 
A clean sans-serif letter for the word 
Armstrong with a simple thin line circle 
around the initial letter. It satisfied all 
requirements of the problem. 

Since most of the Company's products 
are not now made from cork, the words 
“Cork Company” are being de-empha- 
sized. The “Cork Company” will not be 
used with the new trade-mark except 
when it is used as a signature and then 
only in small letters. 

It seemed obvious after it had been 
developed and perhaps this is the best 
measure of its effectiveness. Like so 
many successful ideas it was hard to 
come by but once obtained seemed the 
natural solution to the problem. ie 
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STOP, LADY 


don? shoot that broder. . Se RESERSSA 


kennecott adequate wiring campaign 


sells the product 


and the company, 


ORY: PRODUCT # INSTITUTIONAL 


speaks softly to sell he d 





Today's best reputation builder. . . 


PRE-PLANNED 
WIRING ! 


Kennecott’s new adequate wiring campaign..... 


and what it means to 


the Builder! 


The problem in this campaign was 
tricky; we wanted to sell hard but we 
also wanted to speak softly. 
Kennecott Copper Corporation is the 
world’s leading producer of copper. 
isiness is done on a high level. The 
upany deals with the leaders in other 
istries and takes pride in its tradi- 
of integrity and dignity. So, one of 
problems — from a creative stand- 
it—was to originate a campaign 
ly enough to catch the average read- 
eye but somber enough not to con- 
\ the feeling that here was a company 
uses slam-bang methods in its sell- 


campaign centered around the need 
adequate wiring seemed to provide 
aceful answer to this‘dilemma. The 
of wiring adequate enough to sus- 
the increased use of electrical appli- 
s is quite a problem now in homes 
ss the country. Here’s something that 
erns both the consumer and all the 
‘ricity-related industries. Wiring is 
‘e of copper, and if more electricity 
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is being consumed, Kennecott should 
sell more copper. Here was an oppor- 
tunity to run ads that would qualify as 
an important public service, and would 
sell the merchandise to boot. 

We didn’t go into cartoons or decora- 
tive illustrations (although the tempta- 
tion was there) because we felt that too 
much whimsy would not be in keeping 
with the character of Kennecott. We 
discarded abstract design; it would only 
get in the way of the story we wanted 
to tell. The realism that photography 
had to offer seemed to us our best solu- 
tion; we figured we could use the 
straightforward approach and still get 
plenty of distinction and vitality into 
the ads. 

The ads appeared in The Saturday 
Evening Post and in This Week. They 
made an immediate hit. Even when the 
campaign was quite new, the requests 
from dealers, contractors, and public 
utility companies for reprints and blow- 
ups of the consumer ads began pouring 
in. In just five months about 120,000 


reprints and 10,000 blow-ups were asked 
for—about half of the requests coming 
from public utilities alone, the com- 
panies who are directly Kennecott's 
customers. In addition, stacks of con- 
gratulatory letters came in. Also, the 
campaign was a winner in The Saturday 
Review of Literature awards for Dis- 
tinguished Advertising In The Public 
Interest, with 200 different campaign 
entries in the competition. 

The consumer campaign is bolstered 
by trade advertising, of course. Included 
here are some of these trade ads. Dou- 
ble-spreads were used, and two colors. 
The art approach here is slightly dif- 
ferent; architects and builders are more 
concerned with design as such than is 
the general public. What we tried to do 
was create an impression of Kennecott 
as a modern, progressive company—con- 
cerned with Yesterday and Today, but 
very much interested in Tomorrow, too. 

For our next ad we expect 50,000 to ask 
for reprints. Maybe we're being too opti- 
mistic. Then again, maybe we're not. @ 


4! 





news 


(continued from page 26) 


Rapid appoints four 

Roy M. Deming, formerly of Charles E. 
Cooper Inc., has been appointed gen- 
eral manager of Rapid Art Service, Inc., 
New York. Preston Ewing is now cre- 
ative director. Joe LaRosa, former AD 
of National Export Advertising Service, 
is art director on agency accounts and 
George Zaffo, previously of Loucks & 
Norling Studios, is art director in charge 
of technical animation, slides and film 
strips. 


Artists Lawrence and Davis, 
sculptor Kaz win UN commission 
Jacob Lawrence and Stuart Davis shared 
honors for first place as winning mural- 
ists for a proposed mural in the United 
Nations Headquarters Building. Selected 
as best entry in sculpture was that of 
Nathaniel Kaz. 

Last Spring, the National Council for 
U. S. Art, Inc., set up procedures for 
the competition. Jury for selection of 
finalist artists consisted of William Ba- 
ziotes, Jan Juta, Leon Kroll, George L. 
K. Morris, Henry Schackenberg, Jacques 
Lipchitz, Oronzo Maldarelli, Walter 


Hancock, William Zorach and David 
Smith. 

It is planned that a large mural will 
go on the east wall of Conference Room 
Number Three and that a monumental 
piece of sculpture be placed on the ter- 
race within the south fagcade of the 
General Assembly Building. 


Paper company offers photo source 


The Champion Paper and Fibre Co. 
has made available its large photograph 
library of forestry, pulp, papermaking, 
coating. and finishing and other photo- 
graphs depicting the pulp and paper 
industry. There is no charge and credit 
line is optional. 

For information write the Public Re- 
lations Department at Champion, Ham- 
ilton, Ohio. 


Type Directors announce forums 


Inspired typography will be the theme 
of the Type Directors Club 1956 visual 
forum series. Chairman of the four eve- 
ning series is designer Aaron Burns. 
Titled “TDC (Typography, Design, 
Communication) 26-66,” the forums will 
trace the trends of contemporary typog- 
raphy and design from the 1920's 
through the immediate future. Key ques- 


tion each session will be “Why?” Slides 
will be shown with comments concern- 
ing why the designers arrived at the 
solutions shown. 

Subscription to the series is $10. For 
further information and _ reservations 
write Type Directors Club, P.O. Box 
1607, New York 17, N. Y. 


New look down on the farm 


No more that familiar cluster of barns 
silo and farmer’s house. Agricultura 
engineers propose new designs for farn 
buildings that would re-locate storag: 
and animal housing to permit easy ro 
tation of livestock around the fields wit! 
the crops and would separate the livin; 
quarters from the work areas. Barn 
would be simple, flexible design fo: 
multiple use—and in many cases mov 
able. 

The new look is intended to conserv: 
labor, natural fertilizers and protein 
To a great extent, livestock would b: 
self-fed and would spread manure di 
rectly on the soil as the rotation sched 
ule carried them around the farm. 

If you want to know more about 
design on the farm, Communications 
Associates Inc., 130 E. 59 St., New York, 
can direct you. 


(continued on page 59) 
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KLEB STUDIO 2 West 47th Street 


CIRCLE 6-2847 


Contact HY KLEBANOW (KLEB) 


Famous 


since 1868 





for bigh quality 


THE LINE 
MOST IN DEMAND 
BY PROFESSIONALS 
AND AMATEURS 
ALIKE... 


BAINBRIDGE 


illustration boards 
drawing bristols 
mounting boards 
show card boards 
mat boards 


At all art suppliers 
in most popular sizes. 





CHARLES T. BAINBRIDGE'’S SONS 
12-26 Cumberland Street * Brooklyn 5, N. Y. 














bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 





122. 34th Annual of Advertising and 
Editorial Art and Design. Al! winners 
in the national exhibition held in 1955 by 
the New York Art Directors Club. Best 
work from coast to coast appearing in all 
media. Source of inspiration and ideas for 
the AD. More than 400 pieces. $12.50. 


123. Idea Art is a portfolio containing 

over 100 original illustrations ready 
for use. It is a storehouse of ideas and art 
ready for reproduction. Each 9 x 12 page 
(Kromkote stock) consists of several copy 
lines illustrated with a sharp line drawing 
which retains its quality when reduced for 
smaller space ads. Art styles are fresh and 
varied in a light vein. The portfolio has a 
plastic ring binder. Beginning in March 
monthly supplements of 40 pieces of original 
art will be issued for $10. Portfolio is $25. 


124. The Letterhead, History and Progress, 

by Ernst Lehner. The first book on 
American and European letterheads. In- 
cludes 128 reproductions of mastheads, 
billheads, tradecards and letterheads from 
the 6th to 20th centuries; 60 original con- 
temporary letterheads. Of historical in- 
terest; idea source. $9.50. 











110. Penrose Annual 1955. Edited by R. B. Fish- 

enden. Technical articles on new graphic 
arts techniques and materials, typography, art, 
lettering, reproduction. Illustrations show litho- 
graphs, posters, examples of typography and 
layout, art and illustrations. There are 23 inserts 
of letterheads, book and publication covers and 
pages, menus, Bible pages. $8.50. 


116. Graphis Annual ‘55/56, edited by Walter 

Herdeg & Charles Rosner. A visual record of 
the year's best ad art and design the world over. 
755 illustrations, beautifully printed, 66 in color. 
Fully indexed. $12.50. 


ART 
17. Catalog of Colour Reproductions of Paint- 
ings 1860-1955. Illustrates 754 paintings, 
gives painter, title, date and medium of original 
ang exact size, collection and city where original 
is, process used in making reproduction, source of 
reproduction and price. Based on the UNESCO 
orchives. Paper bound. $3.50. 


COPYFITTING 


Streamlined Copy-fitting. Arthur B. Lee. 
1954-55 edition of this manual, now 64 
pages, contains character count for more than 
1450 faces, including caps and small caps. All 
necessary scales are on one master guage. $5.95 


DISPLAYS 
). Point of Purchase Cardboard Displays by 


Victor Strauss. A definitive work written in 
2 practical language of buyer and printer. 867 
i ustrations aid in planning and constructing dis- 
f ays of many different types. Clear, concise data 
cod directions serve as a rich mine of display 
ic eas for the buyer. $15.00. 
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LAYOUT 


87. Advertising Layout. William Longyear. An 

informative and stimulating explanation on 
how to create ad layouts that make people stop, 
look and read. Illustrations are from best current 
practice. Discusses layout problems for each 
media. $6.50. 


102. Layeut File by Harry B. Coffin. Idea start- 
ers for the designer, advertiser and buyer 
of printing. There are 1,333 sketches to illustrate 
some of the layout styles that might be used for 
mailings, catalogs, folders, posters, displays, etc. 
Reprinted from American Printer. $2.00. 


107. 101 Usable Publication Layouts by Butler, 

Likeness & Kordek. Practical handbook on 
publication layout with 101 illustrations of single 
page layout situations and problems, with and 
without illustrations. Each is evaluated briefly. 
$3.75. 


LETTERING, CALLIGRAPHY 


96. 101 Alphabets by Hunt & Hunt. Manual of 
lettering styles showing more than 100 styles 
ranging from Roman to modern. $3.75. 


109. The Universal Penman. George Bickham. 

Facsimile reproduction of 1743 edition of 
penmanship, flourishes and calligraphic styles 
engraved by George Bickham, 18th century master. 
212 plates. Wealth of design ideas. $8.50. 


121. The Seript Letter, !ts Form, Construction and 
Application, by Tommy Thompson. For lovers of 
calligraphy and for students. Brief background 
information about the development of calligraphy 
is given, then the author turns to the styles of 
today. He discusses materials and equipment and 
illustrates the principal strokes in making the 
various script styles. Application is made in the 
commercial field. Bibliography. $5. 


PRODUCTION 
101. The Technique of Advertising Production. 


Thomas Blaine Stanley. Second Edition. 
Up-to-date revision of a basic text which is 
packed with practical data, charts, diagrams 
and tables. A good reference book for both 
the student and art and production personnel. 
Indexed. $6.75. 
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118. Color by Overprinting by Donald E. 
Cooke. This is a complete guidebook in 
the art and printing techniques employing trans- 
parent inks in multiple combinations. It is illus- 
trated with 495 three- and four-color groupings 
of eleven basic inks plus 44 pages of pictorial 
application of the medium. It is fully annotated 
for reference of artists, printers, engravers, art 
directors and editors in the book, magazine, 
advertising and graphic arts field. $25. 


SWIPE FILES 


120. Cartoon Treasury, edited by Lucy Black 

Johnson and Pyke Johnson, Jr. Many car- 
toons seen in these 320 pages are making their 
first appearance in this country. Artists addresses 
and other information available from the pub- 
lisher. Twenty countries are represented in this 
collection. $4.95. 


TELEVISION 


31. Designing for TV, Robert J. Wade. Text 

plus 200 illustrations tell TV artist about 
scenic design, art direction, title and graphics, 
makeup, costuming, preparing for production, 
commercials, story-boards, and staging. $8.50. 


119. The Animated Film, by Roger Manvell. 

Explores the art and technique of anima- 
tion of the full-length drawn film. After a brief 
history of animated film, author explains and 
illustrates the various phases of production of 
“Animal Farm''—from art to layout to tracing to 
camera, editing and sound. Use of storyboards, 
the workbook, the tension chart and other ele- 
ments of drawn film preparation are shown and 
explained. $3.50. 


GENERAL 


79. Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 


112. The Book of Signs. Rudoph Koch. 493 

symbols of several types: primitive re- 
ligious, mystical, chemical, social, astrolog- 
ical and weather elements. $1. 


113. Creative Advertising. Charles L. Whittier. 
Covers selection of media, art, production, re- 
search, marketing and writing of the ad. 600 
pages, fully indexed—a readable encyclopedic 
treatment of advertising. $8.50. 





Amt. Encl. $. 





Please send me, postpaid, the books corresponding to numbers circled below. 
100 101 102 107 109 110 
119 120 121 122 123 124 


All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
New York City delivery. Payment must be made with order. 





Firm. 





Address 





Zene__. State 





City 





if you want a book not listed, send your order and we will try te get it for you. 








Near or far, distance is no barrier when 
leading advertisers and agencies want the very finest 
in typography. Wherever they are, they turn to Monsen. 

Why not you, too? Our specialized mail service brings you 
practically next door, without a penny extra cost. Monsen pays 
the postage both ways—anywhere. Our Typography-By-Mail kit 
makes it as easy to order as using the phone. Send for yours today 
and see for yourself. No obligation, of course. 


MONSEN-CHICAGO 11, 22 East illinois Street 
MONSEN-LOS ANGELES 15, 928 South Figueroa Street 
MONSEN-WASHINGTON 1, D.C., 509 F Street, N.W. 








You Have Never Used 
a Water Color 


BRUSH PINSON 


—E pees Bae 


4 East Ohio Street 


Chicago 11, Illinots Ny 


The Supe rior 7-3122 
Regexmt 


Series “300” 


The hair in the “300” is superior to any. It 
is from a carefully accumulated hoard of 
the very finest sable which occurs only in 
minute quantities and heretofore has been 
too little to bother with commercially. You'll 
find its greater spring, and its ability to hold 
its shape, even in harsh mediums, well worth 
the small extra cost. 


o;1 | 213/4/5/6 
$1.00 | $1.20] $1.45 | $1.90] $2.40 | $3.10 [$3.75 


THE FLAX CO. 


176 N. WABASH AVE. CHICAGO) 
Financial 6-4395 
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In Chicago 


Key todesign The new Parke 


House Coffee packag 


switches the key opener from bottom 


top and incorporates it in the new d 
sign. Rich browns, coffee tans, gold 


white, and bold symbols and slogans a 
used. Designed by Morton Goldsholl 
Design Associates, Chicago. 


Turnbull thanks users 
of Guild’s employment service 


Speaking recently of the growth of th 
Artists’ Guild of Chicago’s employmen 
service, Beth Turnbull thanked the “a 
studios, the advertising agencies, th 
manufacturers, printers, retail stor 
and mail order houses from almost eve 
large city and many smaller one 
throughout the nation, as well as Ch 
cago, who have used the placement s¢ 
ice to find qualified working talent.” 

She also thanked the thousands \ 
registered job applicants who ha 
helped make the service increasing 
valuable. 


Ji Birni 
G. eral D 
rector of Styling and Desig of ! 
Reynolds Mefals Co. addresse a recel 


Design with aluminum 
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; heon of the Chicago AD club on 

use of aluminum in architectural 

n, package design, product design 

graphic design. He described spe- 

recent uses of the material and 

ved that “Pure selling at the retail 

is a thing of the past. Today the 

rs not only ask the customer to wait 

erself, but to sell herself. Today, 

\ges Must not only protect the prod- 

y»ut must have definite eye and sell 

il and glamour.” Mr. Birnie re- 

d that the Reynolds Wrap ham ad 

ippeared in the April issue of Bet- 

fomes & Gardens—the first ad ever 

-d by a consumer magazine on 

num foil—had a Starch noted 

rating of 88 and a seen-associated rating 

of &7. Shown above are Mr. Birnie, 

ADCC President Jim Sherman, and Dr, 

R. Hunter Middleton, Director of Type 
Design of Ludlow Typograph Co. 


Chicago clips 

Another art treasure has been added to 
Chicago’s collections. It is the largest 
single collection of wood blocks en- 
gravel by Thomas Bewick (1753-1828) 
and has been purchased by The Sander 
Engraving Co, Bewick, an English illus- 
trator, ranks with Albrecht Durer ‘and 
Hans Holbein as one of the great wood 
engravers . . . Since mid-December the 
top of the new Prudential Building has 
been occupied by the nearly goo em- 
ployees of Needham, Louis & Brorby. 


§ NL&B is on the top three business floors, 


36, 37, 38. The 37th is the creative floor, 
with art, copy, production departments. 
... Kane Engraving Co. in Bloomington, 
Ill, has a new platemaking department 
specializing in large size offset plates, 
up to 77 x 58. . . Margo Hoff, chosen 
as the most talented and representative 
artist within a 4oo mile radius of Chi- 
cago was winner of the Magnificent Mile 
Art Festival sponsored by the Greater 
North Michigan Avenue Association of 
Chicago. She won a trip to Paris.... 
s M. Steinbach, an executive in- 
designer with Raymond Loewy 

jates since 1952, has been appoint- 
(urer in product design at Illinois 

te of Technology... IIT also an- 
receipt of $15,000 from the 
Xoebuck Foundation for develop- 

its industrial design department 

1 Niles, Kling Film Productions 

ident recently addressed the lo- 

a ter of American Women in Ra- 
vision. He cited recent technical 

nents as evidence of the still 
phase of TV and called for a 

b of selling Chicago as a TV 

eativ. and production center to keep 
pace \ ith the business in Hollywood 
and New York. + 
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ron kangles 


creative illustration at its best , 


Deft young talent of keen 
discrimination...creating a 
modern language of sparkling 
pictorial brevity for shopworn 
spot situations 


BSUNDY-FREIDAY STUDIO, INC. 
185 n.wabash « chicago 1, illinois 





help yourself. ; . 


Rush, the only monthly newsmagazine of 


advertising production in New York, 

gives you timesaving, cost cutting guides, 
new developments in ad typography, 
photoengraving, paper, color, photography, 


up-to-the-minute data on all processes. 
Help yourself to this new, crisp, 


easy-to-read working tool. Just 
$1.50 for 12 newspacked issues. 


Rush, 43 E 49th Street, New York 17, W.Y. 














oP a “the. Gortotose. for precise work 
None but the best the NORedge for close work - “beth - 


ARTISTS’ SUPPLY COMPANY steel drawing board edges 


209-215 NORTH WABASH AVE., CHICAGO for data check with your dealer or write 
RAndolph 6-8881 ANdover 3-8238 chicege,1! 


























Fresh-full of 









ideas... 





Design and art 
for advertising... 


Phone WAlnut 2-3690 








to see... 


a 





ASSOCIATES 


910 CLINTON S&T... PHILADELPHIA 7. PA. 
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in Philadelphia 


5 join AD club 


Five new members of the Art Directors 
Club were introduced at recent meeting. 
They are Willi Allen, first woman mem- 
ber, Sheldon Beaver, John William 
Brown, Curtis I. Hill, and Ray Yeldham 


ADs admit gals: 


To announce, and perhaps to celebrate, 
the policy of admitting women ADs to 
the Art Directors Club of Philadelphia, 
the ADs invited Chicago’s Susan Kar- 
strom to show slides and movies of Chi- 
cago designers work. Shown above, pre- 
senting Miss Karstrom with the club’s 
gold medal, are Fred Clark, Walter Rein- 
sel, Nathan Berman and Carl Eichman. 


W. Frederick 
Clark, President 
of the Art Di- 
rectors Club of Philadelphia is awarding 
the club’s gold medal to Judge Leonard 
Michael Propper of the Municipal Court 
for his sympathetic and understanding 
work with the juvenile court. That's 
Mrs. Propper, looking on approvingly. 


ADs honor Judge 
Propper 


Philadelphia clips 


Carlos Sierra-Franco, member of the 
Washington, D. C. club, now with 
Maurice Freed Studio and transferring to 
Philadelphia AD club . . . Bill Green- 
field’s life classes are running Thursday 
evenings at the Philadelphia Sketch Club 
. . . George Gelernt opened new studio 
recently at 108 S. 18th . . . John Funk, 
formerly with Country Gentlemen is 
now with John Deere Co., Moline, IIli- 
nois . . . Jack Glenn from McKee- 
Albright to Arndt. . . . Charles and Willi 
Allen and Vincent and Adelaide Faralli 









Tom Consi 
Jack Hebenstfeit 
W. Korninsky 


dine 


Jos 
Paul Sonstein 


Don Swanson 
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Philadelphia Art Supply Co. 


Philadelphia's most complete stock of 
art and drawing materials. 
* Bourges sheets * Craftint 
*® Kemart materials * Zipaton 
* all graphic art supplies 


Send for our 200-page catalog 
on your letterhead 


25 S. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 
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EXACTING 

JSOBSece 299 ©. DISON AVE 
MATTE eS) 440 
GLOSSY = 

STIPPLE for 7V 7 EA) 47h ST 
WATER COLOR 


AMERICAN BLUEPRIN CO. 


7 EAST 47TH STREET-PLAZAI-2240-N: ¥ YORK 
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cently formed ALFA Associates 
onsists of a coordinated group of 
wrt directors and photographers 
experts in all fields of advertis- 
&. Je group will handle everything 
as to production. Headquarters 
10 Clinton Street, Philadelphia 


r impressions This issue of 

Mead Papers 
ouse publication creates its better im- 
essions thanks to AD Vincent Benedict 
d designers, artists and photographers 
Mel Richman Studios. 





™ AVE 
DISON AVE 
1 44th ST 
47h ST 


Co.ix 


YORK 





omines: symbol In this medical 
journal ad Smith, 
mine & ‘rench devotes most of the 
pace to large illustration symbolic of 
key \. ca... radiation. Copy consists 


quot:. regarding effectiveness of 
horazin’ in combating radiation sick- 
ss. AD .as Warren Blair. George Sul- 
tio did - xe art. a 
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QUESTION: Is reticulation* in a negative 


serious ? 


ANSWER: Accidental reticulation could be fatal, 
it could ruin your photograph. Planned reticulation 
could be the new effect you are looking for. Call our 
Clinic for an analysis of your photographic problems. 


Ask for Dr. Stone or Dr. Dravneek. 


* RETICULATION: A web-like formation ona 


negative caused by excessive heat or cold. 








HoaENRWYT DRAVNEE 


214 EAST 415" STREET, NEW YORK 17, N.Y. » OXFORD 7-2166 
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art service and artists’ agent, representing: 


Dick 


Chenault, Inc. 


Al Fatica 
John Hammer 
Bud Hawes 
Fred Hoertz 
Len Oehmen 
Arne Peterson 
Carl Richmond 
Al Scully 

Ned Seidler 
Jack Wohl 
Bert Zadig 


17 East 48th Street * New York 17, New York * Plaza 1-0095 





Like to live in Boston? 
Maybe we can make a deal. 


Associated Artists 
711 Boylston Street 
Boston, Massachusetts 


COpley 7 0769 





= 


h.c.sanford associates: 


343 LEXINGTON AVE... Y.C. MURRAY HILL 62068 


STUDIOS 








new DR PH TAAL 
Amazing BLEED-PROOF WHITE 
COVERS DYE and DESIGNERS’ 
COLORS © Water Soluble 
B. ARONSTEIN & CO. 


Dealers write: 40-28 149 St., Flushing, N.Y 





what’s new 


NEW CELLO-TAK CATALOG. Cello-Tak Corp. 
of New York has added a new 24-page 
catalog to their line of paste-up lettered 
alphabets. Over 200 of the most used 
type faces in sizes from 18 to 144 points 
are included. Sheets are adhesive backed 
and printed on both sides. Catalogs and 
samples may be obtained from the com- 
pany at 131 W. 45 St., NYC 36. 


MATERIALS FOR PHOTO SCREEN PRINTING 
New Kodak catalog is designed to help 
the screen process printer in the use 
of photographic materials and methods 
Describes the use of photography 
throughout his entire production; list: 
materials available to printer; show 
how photography can be used with art 
work to produce stencil. Available fron 
Kodak dealer or Eastman Kodak Co 
Graphic Reproduction Sales Division 
343 State St., Rochester 4, N. Y. 


NEW PRICE POLICY has been announced a! 
The Fotoflex Co. on the economy and 
regular process lettering services. Nev 
cartoon specimens are also available 
For price list and specimens, write th 
company at 214 E. 41 St., NYC 17. 


ART FUMS. Catalog from the Interna- 
tional Film Bureau, Inc. list films for 
the study and enjoyment of art. Copies 
of the catalog may be obtained from the 
Bureau, 57 E. Jackson Blvd., Chicago 4, 
Illinois. 


ANSCOCHROME PROCESSING—ROLLS, SHEETS. 
Jack Ward Color Service announces a 
processing service for Anscochrome color 
film in both rolls and cut sheets. Reconi- 
mended speed of the film is ASA 32 
daylight, but this can be increased 
ASA 96 in processing, according to Ja 
Ward, No filtering is necessary at tlc 
time of exposure. For further inform:- 
tion, Ward is at 202 E. 44 St., NYC. 


NEW HIGH-SPEED LENS. Algular 135m'0 
f/3.2 with preset diaphragm for tic 
Alpa 35mm single lens reflex camera 

a telephoto lens offering speed and hi 
resolving power. Range is from f/3.2 
£/32 and definition at full aperture is 
great, according to the company, t! 
a diffusion disc is recommended for p 
trait ‘work. 

The lens mount has more than tw 
the extension range than other 1351 
lenses, which allows continuous foc ‘s 
ing from infinity to 3 feet. For other 
formation, write Karl Heitz, Inc., 
Lexington Ave., New York 17. 


(continued on page 57) 





National Studios | all your television needs on ONE channel 


flip cards 





enlargements 
hot press, slides, telops 
animatics; crawls 


mailing facilities 


145 West 45th Street, New York 36, N. Y. JUdson 2-1926, 7. 8 





photo by Eastern 


USED THE 


WINSOR & NEWTON 


ARTISTS’ COLORS 
BRUSHES 
& MATERIALS 


going nuts? 


call C/ 7-1124 
thought, care and 
dependable service 
go into every /ayout, 


mechanical and i/lustration 
902 Broadway, New York 10, N. Y 
© 
anadian Agents: THE HUGHES OWENS CO., LTD. « Head Office, MONTREAL GRABER MANN ASSOCIATES 


alifornian Distributors: THE SCHWABACHER-FREY COMPANY « SAN FRANCISCO 1776 BROADWAY, N. Y.19 « Ci 7-1124 
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Macy's Tells Gimbels! 


We don’t believe that there are any “trade 
secrets” in the studio business. We’re all in 
the business of selling talent. 

But according to a good many Art Direc- 
tors to whom we’ve talked, there aren’t 
many studios that consistently give the sort 
of service that busy agencies demand and 
must get. 

We'll gladly pass along our definition of 
service to all competitors; absolute promptness, 
dependability and intelligent interpretation. It’s 
what we give them! 

Call Tosca for fine, fast service 


TOSCA STUDIOS 
Art and Photography 


41 East 42nd Street MU 7-2172 
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HARRY C. DECKER, INC. 








CARBRO & DYE TRANSFER 
FROM TRANSPARENCIES 





AND SEPARATION 
NEGATIVES EKTACHROME RETOUCHING 


MU 5.4295 / mu 5-4423 h eley Cee 


404 Fourth Ave. - Room 1507 











trade talk 


ART DIRECTORS ATLANTA: Roger 
Vershen to V.P. and 


Director of Visual Arts, Mitchell WerBell. 
He came to WerBell in 1951 from Brussels 
. . . BOSTON: Donald E. Clark from assoc. 
AD to AD, Hoag & Provandle . . . CHICAGO: 
David Wylie. former art supervisor at Leo 
Burnett, and William Gunn, formerly artist 
with the Toni Co., to K&E .. . DETROIT: 
Norman E. Schmidtke from Erwin, Wasey, 
L.A., to AD at Grant Adv . .. LOS ANGELES: 
Bill Schiffmacher to AD at Edwards Agency 

. NEW YORK: Jorge Hardison, AD, to 
vice president of Rudolf Schaefer Inc .. . 
Andrew K. Nelson from head AD, Burke 
Dowling Adams, to same position, Hazard 
Adv ... Douglas B. Leigh Jr. from AD, Mac- 
Manus, John & Adams, to AD, Kudner. . 
Richard Presser from staff artist to art direc. 
tor, Graphic Point, Inc. . . . Robert Blend. 
formerly V.P. and executive AD of Norman 
Craig & Kummell, to Lewin, Williams & Say 
lor in same capacity .. . John Lynch, BBDO 
AD, spoke on Art and Layout in Advertising 
to the advertising and selling students of the 
Advertising Club series . . . Byron Drachman 
to Kudner as AD . . . Bernard Gilwit now 
AD at Biow-Biern-Tiogo; was with Rober 
W. Orr & Assoc. . . . Jack McMillen and 
Ed Richtscheidt named merchandising and 
promotion ADs, The Chartmakers, Inc. . 
Nelson Gruppo, who planned the recen! 
restyling of This Week Magazine, has joined 
its staff as art consultant. He is also AD of 
Promenade and Seventeen Art Schools. . 
Emil Mogul Co. added George Mecir a 
assoc. AD; was with Carl Reimers . . 
Dolph Sherwin from AD at Gimbels’ to Al 
at Amos Parrish . . . Norman Kent is nov 
editor of American Artist. He was AD c 
True .. . Werner Abken appointed Al 
of Alfred Auerbach . . . William Kirkhu‘ 
recently designed a catalog for Youth Brand 
Inc. . . . Rubert Hulteen to AD of the Struc 
tural Display Co., L.LC. . . . John Clark 
Erwin, Wasey as Ad .. . MONTREAI 
Albert Cloutier, V.P. of the NSAD and forme 
president of the AD Club of Montreal, he 
resigned from Rapid, Grip and Batten ‘ 
open his own design consultant studio « 
522 Pine Ave. W., Montreal, Canada. . 
PHILADELPHIA: Paul W. Darrow of N.\ 
Ayer, won the Dawson Memorial Medal 
the 38th annual exhibition of the Philad 
phia Water Color Club . . . ST. LOUIS: Pe. 
L. Kohl to assoc. AD, Krupnick & Assoc. . 
ST. PETERSBURG: Robert E. Celander, AD 
Fuchs, Zemp & Celander, won first place 
the recent members show at the Tam 
Art Institute . . . 


ART & DESIGN BOSTON: Mark KE. - 


ley from Fann: 


Studio to freelance at 687 Boylston St. . 
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HE ART OF BRUSHMAKING 


All good brushes must be hand-cupped. 
e cup is a metal form, hollow inside, with the 
act shape of the brush. The brushmaker care- 
ly inserts the precise amount of hair and ‘cups 
to its proper shape. The small bundle is then 
noved, tied tightly with string to retain the 
rfect contour and inserted deep into the fer- 
e. Only the exact, carefully measured length 
hair needed for a given size is drawn through 
neck of the ferrule.* 


At Delta, the techniques and skills of 
ishmaking as a craft are blended with 
- latest developments in brush manufac- 
ing methods. Infinite care is given to even 
smallest detail, from the genuine selected 
holinsky hair to the lacquered gold tip of 
perfectly balanced handle. The result is 
lelta’s “Jewel,” a superlative brush meeting 
ry rigid standard fof balance, snap, shape 

1 point. 


Delta’s “Jewel” 


Genuine selected red sable 
woter color brushes. 


Gold-Tip Series 
—— A 


000 00 0 1 2 3.64 5 6@ F G 9 10 
eo: .80 .80 .90 1.00 1.20 1.50 2.00 2.75 3.50 5.00 7.25 8.75 11.00 


*Write today for your free 30-page, illustrated booklet: “Illustration, 
Retouching, Lettering with the Red Sable Water Color Brush.” 


delta’s 


brush mfg. corp. 
119 bleecker street, new york 12, n. y. 





How to help 
a young artist get ahead 


The next time a “young hopeful” 
asks your advice about 

a job or a raise... 

tell him to mail this coupon. 





Albert Dorne 


HE FAMOUS ARTISTS SCHOOLS of Westport, Conn., have 
elped many a young artist forge ahead. As you know, this 
the school run by America’s 12 Most Famous Artists. 
So why not tell the next, young artist who comes in and 
ks for advice to mail the coupon below. Jt will help him 

t ahead faster. 


Norman Rockwell FAMOUS ARTISTS SCHOOLS 


Jon Whitcomb Studio 41-A, Westport, Conn. 
Stevan Dohanos 
arold Von Schmidt 
Peter Helck 
Fred Ludekens 
Al Parker 
Ben Stahl 
Robert Fawcett 
Austin Briggs 
Dong Kingman 
Albert Dorne City 


rm me ne me ee ee 


Send me, without obligation, information about 
the courses you offer. 





(PLEASE PRINT) 
Address 





Zone 
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ee #1 X-ACTO KNIFE—60¢ 





#2 X-ACTO KNIFE—60¢ 


artist’ TBS 


#5 X-ACTO KNIFE—$1.20 





a 


33 K-ACTO PEN-KNIFE—$1.00 





= tools 


in every artist's equipment belongs an X-acto knife. 
In addition to its constant usefuiness for cutting, trim- 
ming and making mats, the X-acto knife is an impor- 
tant drawing tool. It was designed for and can be 
used in many media—scratchboard, friskeis, woodcuts 
and many more art projects. 


The many different blade shapes make the X-acto 
highly versatile...and blades can be quickly changed 
to keep X-acto knives always factory-sharp—always 
ready. 


Send 25c for fully illustrated, 28-page X-acto Catalog 


48-97 Van Dam Street, long Island City 1, N. Y. 





REPRODUCTION 
COMPREHENSIVES 
SALES PORTFOLIOS 
DISPLAY, ETC. 


Precise scaling, strip- 
ping, plus color correc- 
tion to meet the most 
critical requirements. 
Duplicate color prints at great savings 
in time and cost. K&L personnel, 
equipment and technique geared to 
cope with the most complex problems. 


Call or write for FREE 

16 pg. handbook contain- 

ing useful color informa- 

tion, prices and data on 

1A additional K & L color 
A services: 


EKTACHROME PROCESSING 
DUPLICATE TRANSPARENCIES 
FLEXICHROME, MATRICES 
SEPARATION NEGATIVES 


The Complete Color Service 


Kurshanélang 


L. ZOREF,, associate 
10 E. 46 St.,N. Y. 17, MU 7-2595 
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trade talk 





Halberstadt Studio to 543 Boylston St... . 
Associated Artists now at 711i Boylston St. 
. Advertising Designers and Producers 
has been formed at 44 School St. with 
Elwood Blankenship, Cecil Inman and Har- 
old Flight directing . . . BRIDGEPORT: Un- 
derwood Corp. conducted an exhibit of 
paintings by leading contemporary artists. 
. CHICAGO: Margo Hoff, Grand Prize 
Winner of the Magnificent Mile Art Festival, 
sponsored by the Greater North Michigan 
Ave. Assn. of Chicago, flew to Paris to 
open a one-man show at the Wildenstein 
Galleries there Advertising Design 
Assoc. has been formed with offices at 12 E. 
Delaware Place by Stewart Carlson. Don 
Brown and Hal Trestenjak . . . industrial 
designer Dave Chapman of Design Research 
Inc. has been named design consultant to 
Montgomery Ward & Co. Warren 
Wetherell & Assoc. added designers Norma 
DeVroeg and Edward Kelley: finish men 
Ted Wheeler and George Elsey: Simeon 
Garriott as coordinator of art and mechani- 
cal production . . . Ray DaBoll, designer 
and calligrapher, now being repped by 
Stevens-Gross . . . Allen Gough added to 
staff of artists at Stevens-Gross . . . Bundy 
Freiday has added the following: Dale 
Cardio as sales rep; new photostat opera- 
tion headed by Andy Gruba;: Jules Sirbu 
to P.O.P. design dept. . . . Promotional Arts 
Inc. added these: Bob Galloway in charge 
of production; Phero Thomas, retoucher; 
Sheldon Berke, sales . . . Kling’s recent ad- 
ditions include Joe Callan and Bill Cooley. 
acct. execs.; Pat Rosado, illustrator; Roy 
Hansen, artist-designer; Eddie Stephen, pro- 
duction . . . LOS ANGELES: Floyd Clymer 
has published the “Scrapbook of Early 
Advertising Art,” ads that appeared in mag- 
azines and newspapers in the late 1800s and 
early 1900s. Address is 1268 S. Alvarado St. 
. Westside Jewish Community Center 
held an art auction of work by local artists 
to obtain money fér the Center . . . LOUIS- 
VILLE: Arts in Louisville is a new publica- 
tion which will come out monthly Oct. 
through June. It is published by Society for 
the Arts. 1011 South Fifth St., Louisville. 
Director of Publication and Art Editor is 
Leo Zimmerman. It is beautifully designed, 
containing views, news and illustrations of 
the arts MINNEAPOLIS: Clarence 
Zaccordi, illustrator at Kerker Peterson 
Hixon Hayes, won the Minneopolis Aquaten- 
nial Art award . . . NEW YORK: Time 
magazine, Nov. 7, took no chances with its 
cover picture of Princess Margaret (in view 
of recent identical photos on Life and Look 
covers). They used « portrait painted by Koch 
. Victor Gruen designed the first sheltered 


promenade on Fifth Ave. (Leighton’s store, 


PHOTOS 
IDEAS 
CATALOG 
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UNDERWOOD & UNDERWOOD 


319 East 44 Street 646 North Michigan Ave- 
New York 17, N. Y. Chicago 11, Illinois 


Gentlemen: 


Please send me a copy of your new catalog, 
““Underwood Rerserve Iilustrations, Tenth Edi- 
tion,"’ showing a representative sampling from 
among thousands of new stock photographs now 
available. | enclose $2.00 to cover cost. (in 
N.Y.C. add 3% Sales Tax) 








other sizes at economicc! 

—_ No rust, warp or chip, 
“squares in sizes to 60”. 

The o— Fairgate rule with on 
nob on it - ..50¢ e 


SEND FOR FREE “CIRCULAr 


THE FAIRGATE RULE CO, 
COLD SPRING, NEW YORK ® 
See Your Dealer 




















way’s standard 
viewers 
Used by nearly all New York 
area color plate makers. 
For information: 





Chappaqua, N. Y. 
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46th & Fifth) which features four exterior mo- > 

saic murals by California artist, Ada Korsa- f ( 

kaite ... Paul Sherry Studios moved to larger sas 

quarters at 480 Lexington Ave., NYC, EL. 5- A] = 

2934... Westchester Arts & Crafts Guild com- t : 

petition awarded Hy Klebanow his third con- ; 

secutive first prize in oils. Mr. Klebanow 33 ART DIRECTORS’ SET NO. 16 $54.00 

is AD and president of Kleb Studios... t A complete assortment of the famous GRUMBACHER 

Boyan & Weatherly appointed Gloria Orsen- q FINEST Artists’ Quality Soft Pastels... 

igo V.P. of sales and Jack Hobson V.P. in 2 chromatically arranged for instant selection 

charge of art and production... That was} § in a compact, 4 tray, sturdy wooden box. 

pre oe aes ae eae a discerning art director and artist Ideally | 

pai °° . t suited for color layouts, visuals, comprehensives 

yor a ober pscng Pht ™ and finishes. Refills Always Available. 

sen y is sho 

Montauk Point . . . Eckstein Studio, adver- > 

tising design, now at 220 E. 46 St., =. 

MU 7-1636. New name, Eckstein-Stone, Inc. M. GRUMBACHER 
- Gussin-Radin Studio opened at 220 W. 482 West 34th St. 

42 St., WI 7-7352. Studio offers a complete th New York 1, N.Y. ae 

service of art, layout, photography and ieo.s es ‘ al 

photographic processing under one roof... 

Alice Golden, decorative illustrator, is now 

back from an extended trip to Europe... [err CLIP ME OUT AND FILE ME AWAY 

Jorge D. Mills, photo retoucher, has added ' ret e)\| 1) ae Offering an excellent, dependable 


service with intelligent 


space and personnel, now offers color re- 4 
touching (color toning, carbros, dye trans- |} ART SERVICE interpretation of your problems 


fers, Flexichrome). Walter E. Nehrich. color 
retoucher, is manager of the color dept. and 
general studio operation . . . Ken Mason to 
Rapid Art Service as sales manager... 
Gleb Derujinsky now repped exclusively by 
Hy Abbott . . . Society of Dlustrators 49th 
Annual Show played to a record crowd 
and ran up a record gross income. Over 
25 skits were produced, staged and acted 
by a cast of 50. Dody Goodman's aband- 
oned delivery and Bud McCreery’s lyrics 
highlighted the night . . . Both Time (Nov. 
14) and Dec. 5 Life had illustrated stories 
about Brancusi . . . Entries for the 1956 a 
John Woodman Higgins Redesign Award| % like no other 


= be accepted until Feb. = Send to the ae” a ARTISTS’ TRANSFER PAPE! 
bove, Pressed Metal Institute, 3673 Lee Q) 





396 pure pigment hues, tints and shades for the 


AT YOUR FAVORITE ART STORE 











e RETOUCHING -« Biack and White «+ Flexichromes 
e LAYOUT 
¢ MECHANICALS SPECIALists a 
* ILLUSTRATORS MOTION Picture 
* SPoTs ART SERVicg 
¢ LETTERING 


VINCE SCHIAVONE STUDIO 


oe ee al New York City + Plaza S5-9821 
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oad, Cleveland 20. $500 is to be awarded & Comes in 4 colors — 


for the best . . . Smithsonian Institution has = red, blue and 
yellow 


Marks and erases like pen- 
ent collection a bronze portrait of Dr. cil — greaseless, takes ink 


\lbert Schweitzer sculpted by Leo Cherne and wash perfectly with 


placed on display as a part of its perma- 


no “holidays”. 
. Xavier J. Barile, art -lass studios, moved Mandy in boxed rolls 


67 W. 67 St... . Howard Carriker has joined 12'/p in. x 12 ft. 
ersh-Mastro Studios Inc. as color specialist 
. PHILADELPHIA: Lettering Inc. opened a 
uit in Phila., the fifth city to have one. . 
De Martini Assoc. launched America’s first 
loliday Bazaar”, a 24-page, 4 color brochure . 
tr merchants of Haddonfield, N. J. Jack 
\ecetta rejoined De Martini Assoc. .. . at ektach FOme retouching 
‘!, W. Ayer: Mary Morris to Art Bureau as an : ° 
rt buyer; Bryn B. Craig returned to Art mildred medina 
ireau after two years in the Army... SAN 270 PARK AVENUE « MURRAY HILL 8-0270 
RANCISCO: Label designed by Walter 


Winsor & Newton Inc. 
Distributors e New 


CATALOGUE 
Now Available 











Av Direction / January 1956 





Camera stay, 
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19 WEST 44th ST 





trade talk 





Landor & Assoc. for Minneapolis Brewing Co. 
won the Grand Championship Design Award 
of the Brewers’ Assoc. of America . . . Walter 
Landor has been elected a director of the 
Package Designers Council. . . . 


from 


ADVERTISING ®estrice Dudek 


AM of Chadbourn, NYC 
PROMOTION and Charlotte, N. C. 


to difector of advertising and promotion 

. William E. Rau from product AM, 
organic chemicals division, Monsanto 
Chemical Co., St. Louis, to AM and SPM, 
metals division, Olin Mathieson Chemica] 
Corp., East Alton, Ill. . . . Clarence E. Sutton 
upped to sales promotion manager, Masonite 
Corp., Chicago . . . John B. Maloney from 
Sunbeam Corp. to SPM, Chocolate Products 
Co., Chicago . . . Roger M. Holt from director 
of adv., sales promotion and publicity to 
sales manager, men’s and boys’ division, 
Munsingwear, Minneapolis; L. Jeanette 
Wiggs promoted to ad manager of women’s 
and girls’ division . . . Robert M. Sabloff 
now AM for Canada and _ international 
markets of Seagram, Montreal . . . Robert 
S. Saichek, formerly with Ampro Corp., 
to SPM, Motorola, Chicago . . . Richard L. 
Goodwin upper to AM, De Soto division, 
Chrysler Corp.; Robert G. Mahler becomes 
SPM ... at CBS Radio, Irving A. Fein 
named v. p. in charge of sales promotion, 
advertising and press information . . . Dr. D. 
Morgan Neu from director of TV program, 
Daniel Starch & Staff, to vice president .. . 
Karl H. Carstens named AM of TV-radio- 
phonograph division of The Magnavox Co. 
. . . Alexander Flandreau now AM and 
SPM, Winchester Western division of Olin 
Matheison Chemical Corp. . . . R. R. Routh 
Jr. to manager, advertising and sales promo- 
tion, G. E. home heating and cooling dept. 
... Art Young from Y & R to Lewyt Corp., 
Brooklyn . . . Sales Promotion Executives 
Assoc., New York chapter, has been formed 
at 525 Lexington Ave.; Victor Ancona, SPM 
at American Machine and Foundry Co., is 
president . . . Howard Berk named AM and 
SPM of electronics products division of 
Columbia Records . . . Kraft Foods Co. has 
combined the sales, advertising and con- 
sumer service departments to form a market- 
ing department. C. G. Wright becomes v. p. 
in charge of sales and advertising; J. B. 
McLaughlin continues as director of sales 
and advertising; C. R. Green is general 
sales mgr., Tad Jeffery. general adv.mgr.; 
Marye Dahnke, director of consumer ser- 
vice; E. J. Schwartz, director of sales distribu- 
tion; J. E. McClellan, SPM; and A. W. Skul- 
stad, manager of market research . . . Harry 
C. Isaacs to v. p. in charge of advertising, 


STANLEY GLAUBACH 
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dimensional 
design 


WATKINS 9 3359 





THOMAS DESK for architects, designers, 


engineers and artists. Available in various models. 
J. B. THOMAS CO. 
1550 Euclid St., Santa Monica, Calif. 











Ralph: Marks Color claly 


e Carbro 

e Dye Transfer 
e Colorstats 

e Flexichrome 


344 East 49 EL 5-6740 
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irving berlis 
ARTISTS & DRAWING MATERIALS 
New York 
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IRCLE 6-635 





trade talk 





sales promotion and public relations, B.V.D. 
Co., New York... 


PHOTOGRAPHY Arik Nepo, formerly 


with Pagano, Inc., 

now with Harry Watts. New York ... An 
ad for Champion Paper & Fibre with photog- 
raphy by Al Gommi. Gommi Studios, New 
York, won awards in the New York and 
Chicago AD club shows and a medal in 
the Detroit AD show . .. Warren Rohlfs, 
v. p., F. A. Russo Co. Inc.. is the father of 
his fourth child, second daughter, Jacalyn 
.. . Sales manager Beb Brown and color 
technician Sheldon DuKoff have joined Rose 
Color Laboratories. The firm has recently 
doubled its space at 611 3rd Ave., N.Y.C. 
. its present address .. . Ralph Marks 
Sound Studios, 344 E. 49 St., NYC, offers 
1 new sound film service for 16mm... 
Hans Van Nes has purchased a two-story 
building at 435 E. 90 St., NYC, which he 
will convert into a studio. Overall space is 
»ver 6000 sq. ft. . . . Jorge Mills had an ex- 
hibit of b&w photo retouching done with 
shemicals, also toning, carbros, Flexichrome 
snd dye transfer work at Ellington & Co. 
n December . . . William P. Way. color 
sorrecting and retouching of color transpar- 
encies, has added Bob Schneider to his staff 
. . Henry Waxman. 12 W. 32 St., NYC, 
PE 6-7436, has a penthouse photography 
studio—one inside with a 32-foot skylight, 
md one outside on the roof ... Moss 
Photography now at 617 Howard St., near 
‘ew Montgomery St., San _ Francisco, 
SU 11-3697 . New method of finger- 
printing horses (the racing variety espe- 
‘ially) uses a 35mm camera (Leica with an 
Elmar £/3.5 50mm lens used initially) to 
hotograph the “chestnuts”, horny protru- 
sions, inside the legs of a horse . . . 51,000 
Eastman Kodak employees will receive 
532,175,000 wage dividend in March... 
fodernage has expanded its quarters at 
9 E. 44 St. by taking over half of the 
th floor. Whole plant is modernized, with 
w darkrooms and other facilities. Large 
»w studio is available to photographers 
1 rental basis . Harper Leiper of 
ouston, Texas, will conduct a Commercial 
10tography course at Winona School of 
hotography at Lake Winona, Indiana next 
immer ... Dr. Cyril J. Staud was elected 
p. in charge of research of Eastman 
‘odak . . . Dick Boyer Photography an- 
ounces that they are repped by and 
pping Lewis & Hoover Studios, Chicago 

. . Stowell Studios, Chicago, has added 
il Seehausen to the photographic unit... 
‘tevens-Gross is now representing A. George 
filler, photographer, Chicago . . . Henrietta 
rackman, photographers rep, is now doing 
ee-lance writing in Haiti; she turned her 
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you have EVERY SIZE and are 
NEVER SHORT OF TYPE 


with photo-set jobs by SUPREME AD SERVICE Inc 


Hundreds of faces, lettering and type styles, 


always sharp and carefully spaced. 


Telephone VA 6-0650 for details 





why not 


look into corry” 








£ doiten, morris 


- 16 west 45 street, new york 19, n.y. 
photo retouching and advertising art 


leonard forray 


PRESIDENT 


mu 7-4150 











RETOUCHING 
NI nsw Woslie 


58 W - 57 ST-NY.C. ci-6-4894 














Everybody loves - 


‘Cartoon 
Advertising 


mp phone BR 9-311) 
Times Tower Bldg, New York 36 





dust 3 Simple Steps 


Role « guide line with bive pencil 


see". [QquolTak 
aM Ze, paste-up 
HAND LETTERING 
and 
TYPE 
alphabets 


on Micro-thin 
transparent acetate 
with 
Adhesive Back 
Ovw 275 
of the wost 
popular faces 
uw ew 


eer) 
IS te 144 pt. 





X49 ae Tell mel stellt r write for 
FREE Catalog and Sample 
CELLO -TAK LETTERING CORP. 
131 WEST 45th STREET, NEW YORK 36, N.Y. 
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straight 
edges 


corners 


Precision manufacturing and cut- 
ting equipment plus constant qual- 
ity control enable us to make sure 
every sheet of Crescent Illustration 
Board is straight edged and 
square when it leaves the factory; 
efficient modern packaging and 
wrapping keeps it clean and un- 
damaged on your dealers shelf 

. factory new when you use it. 


Uniform thickness, skillful lamina- 
tion, accuracy of cutting, clean 
white surface, consistently work- 
able surface textures, careful pack- 
aging—all of these qualities com- 
bine to make Crescent the world's 
most popular line of Illustration 
Boards. 


Precision cutting equipment assures per- 
fectly square illustration boards. 


SEE YOUR DEALER 
OR WRITE FOR SAMPLES. . 


CHICAGO CARDBOARD CO. 


3, 


1240 N. Homan Avenue 


Chicago, Illinois 








trade talk 





organization over to her associate, Florence 
Kiesling Walter Chandoha. animal 
photographer, has supplied illustrations (for 
the third year) in the 1956 Cat Calendar, 
put out by Berkshire Publishing Co., and 
its companion piece, the 1956 Dog Calendar 
. . Midori now repped exclusively by Gussin- 
Radin. 


TELEVISION = bg Advertising 
‘arren Schloat Jr. to 


V.P. in charge pr pea commercial 
production . . . Booth Luck to director of 
spot TV and the TV film department at 
Geoffrey Wade Adv., Chicago; Fack Farnell 
to director of TV network programs for the 
agency; Peter C. Lund to director of radio 
programs .. . A committee within the TV 
industry is drawing up a code of ethics for 
TV producers—Hollywood Academy 
Film Productions, Chicago TV and industrial 
film production, reports that they shot 12 
commercials for Budweiser and Busch beers 
in 20 hours of straight filming—through 
D'Arcy, St. Louis . . . Robert L. Strickland 
joined the staff of Roger Wade Productions, 
New York, as production manager. 


AGENCIES !" Nov. p. 84, AD&SN re- 
ported that Lincoln 1956 


campaign was being handled by Al Paul 
Lefton; the agency is Young & Rubicam .. 
New agency formed in Atlanta for planning 
and producing sales promotions on a direct 
company-to-customer basis; Torgeson & Cut- 
cliffe. Inc., 31-l16th St, N.W., Atlanta 9. 
Harald J. Torgesen is in charge of design 
planning; W. R. Cutcliffe is in charge of 
sales. 


TYPOGRAPHY Photo-Lettering Inc. 


celebrated its 20th an- 
niversary by moving to the ground floor 
and doubling their space at their present 
address, 216 E. 45 St. . . . Hermann Zapil. 
type designer and calligrapher, and AD 
for Stempel Type Foundry in Germany, has 
been elected an honorary member of the 
New York Type Directors Club. . . 


DEATHS /. Russell Williams. executive 

vice-president of Nugent-Wil- 
liams Studios, Chicago, was killed in an 
auto accident .. . Albert R. Bourges, graphic 
arts consultant and inventor and chairman 
of the Bourges Color Corp.. New York, 
died November 14. He invented the artists 
shading sheets and the process bearing his 
name . Gilbert Bundy. 44, illustrator and 
advertising artist, committed suicide in 
New York, Nov. 22. He has long suffered 
from severe shock received while covering 
the Pacific war theater for Hearst in the 








2 COLUMBUS CIRCLE, N.Y. 
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For Artists’ Needs 


FAIR PRICES SINCE 1868 


IN NEW YORK 
EH. & A. C. FRIEDRICHS CO 
37 EAST 28th STREET 
LEx jt 2 
{ STREET 
rity STREET 
IN PHILADELPHIA 
peau H TAWS, INC 


TREET 


PHONE FOR PROMPT SERVICE 








Dye Transfer 
Carbros 


RETOUCHING 


Hersh-Mastro Studios Inc. 
4 W. 40th Street, New York, N. Y 
CH 4-8864 








ready-to-us 
art for offs 








CLIP BOOK OF LINE ART 
CLIP BOOK OF TONE ART 
CLIP BOOK OF LETTERING =: 


HURRY’! Get generous free samples of 
these famous time and money-saving art 
aids. Wonderful for offset. Just clip and 
paste. Ready for instant use. Surprisingly 
inexpensive. Write on your letterhead. 


Pleasantville 35, New Jersey 














TO MIX OR MATCH 
difficult colors by formula...using the Code Color 
set of only eight colors. Double-ground tempera 
goes on smoothly, covers beautifully. If you want 
to save precious hours, do a better job... Code 
Color belongs in your studio. 


KIT CONTAINS: Two Color Wheels, Formula Book, Eight 
Dropper Bottles of special Code Color Tempera. 








illustration 
still life 
lettering 
retouching 
comprehensives 
layouts 
mechanicals 
flexichrome 


Cuy TAMBURO Srupief 


2 West 46th Street New York 36, N. Y. 


JUpson 2-4363-4-5 








PR PICTURES, INC. 

has 

a tremendous 

new studio 

in Detroit 

for public relations photography 
and for rent to the television 
filming industry. 


Space 60x100x20 located downtown 
Office Phone TRinity 1-6757 
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trade talk 





last war. He came into prominence in the 
early 1930s with cartoons in Esquire. In 
recent years he has been noted fer his 
work with Cluett & Peabody, Log Cabin 
syrup and Schiaparelli. Art Directors’ an- 
nuals have contained examples of his work 
. . . Maurice Utrillo, the French painter, died 
in November at age of 71. He is most noted 
for his landscapes of PParis and its suburbs. 
He took up painting as a form of occupa- 
tional therapy during one of his recurrent 
bouts of alcoholism. He was an extremely 
prolific artist (during the four years of 
World War I he produced 1000 paintings) 
and was most productive artistically during 
his worst periods of dipsomania. He be- 
came famous in 1924, three years after his 
first exhibition at the Weill Gallery in Paris 
. . . Memorial fund honoring Neysa McMein, 
painter, illustrator and writer has been 
established at the Whitney Museum of 
American Art, New York. It will be used to 
purchase work by living American artists 
. . . Raymond Thayer died in November at 
the age of 68. He was a water-colorist and 
illustrgtor, known for his covers for Judge, 
Life and illustrations in Colliers and Blue 
Book. Charter member of Artists Guild and 
member of Society of Illustrators . . . Albert 
Turner Reid. an artist who for many years 
national v. p. of the American Artists Pro- 
fessional League, died at 83. He was known 
for his murals and cartoons and as a 
strong spokesman for the interests of artists 
in the country. * 


what’s new 





(continued from page 48) 


DIRECTORY OF AD-AID BUYERS. An annual 
directory will be published by Adver- 
tising Trades Institute Inc., sponsors of 
the Advertising Essentials and Sales Aid 
Shows. Entitled “Noble’s List”, the buy- 
ers guide was compiled by Thomas B. 
Noble, chairman of the Institute. It con- 
tains over 7000 names of major buyers 
of advertising essentials and sales aids 
materials in the New York area. It in- 
cludes the names of major firms as well 
as agencies and their buyers of these 
materials, Annual subscription is $35, 
which includes the directory and _ bi- 
monthly supplements. 270 Park Ave., 
New York. 


MCLAREN FILMS. International Film Bur- 
eau, Inc., 57 E. Jackson Blvd., Chicago 
4, Ill., has issued a folder titled “The 
Inspired Doodles of Norman McLaren”. 
It tells of Mr. McLaren’s pioneer work 
in film animation and lists several films 
that might be used by clubs to show his 
work. 
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ADMASTER _ 


FOR ALL YOUR 


PHOTOSTATIC 
PHOTOGRAPHIC 
and SLIDE 
REQUIREMENTS 


Here, under one roof, are technicians 
to handle all phases of photographic 
work. Full use of these expert serv- 
ices will save you time and money— 
and assure you of a swift, com- 
petent job! 


PHOTOSTAT SERVICES: 


@ Matte and Glossy Stats 
@ Quantity Stats in Register 
@ Color Stats from Flat or 3-D Art 


STATS ON ACETATE: 


@ Black, White or Color Stats 
on Clear A Acetate 
@ Varicolor Prints 


PHOTOGRAPHIC SERVICES: 


Copy Photos 

Quantity Prints 
Enlargements and Displays 
Sepia and Dyed Prints 


SLIDE SERVICES: 


@ Lantern Slides 

@ 35mm in Color and Black 
and White 

@ Vugraph pe in Color and 
Black and W! 

@ Film Strips i ‘Color and 
Black and White 

@ Printons 

@ Display Transparencies 


Additional services available to meet any 
individual requirements. Call today. Our 


representatives are always ready to serve 
you. 


Sie PRINTS we 


1168 6th AVENUE N Y° JUdso 





IDC highlights 


(continued from page 18) 


“We need a view of nature’ which 
gives. the imagination its proper status, 
ard so promotes its development. The 
standardization and mechanization of 
life can only be compensated by a 
view which gives new authority to the 
individual imagination. Such a view 
would also throw light on the relations 
of scientific and esthetic activity. I sug- 
gest that the idea of a formative process 
has something to offer here. 


Science/Imagination 


“In an age of science, how can a 
balanced culture survive unless science 
recognizes the central role of the crea- 
tive imagination both in the life of the 
individual and in the history of the 
race? Human thought is not based on 
mere computation, as some apostles of 
the “electronic brain” seem to suggest. 
Thought is the ordering of experience, 
and science cannot recognize the 
supreme faculty of the human mind 
until it has paid more attention to 
ordering processes in the rest of 
mature. ...° 

“But what attracts the attention of 
man and holds his interest? Surely 
those elements in the environment 
where the ordering process has already 
been at work. The more random and 
chaotic anything is, the less likely are 
we to notice it. On the other hand 
high order and elegance, unexpected 
symmetry, satisfactory organization draw 
the attention of our senses and hold 
the mind, even if our sophisticated 
twentieth century minds appreciate a 
residual asymmetry which leaves some 
work still to be done! The elegant 
ordering may emerge in external nature 
or in our own unconscious mental pro- 
cesses; wherever it arises it seizes our 
attention, as external perception or 
imaginative intuition. 

The common source of aesthetic and 
scientific activity lies at this funda- 
mental level. I deliberately avoid the 
misleading terms, ‘science’ and ‘art’. 
Aesthetic spontaneous components and 
deliberate systematic components are 
both present in nearly all human 
activities. The artist requires training, 
skill, and knowledge. The scientist 
needs imagination and a non-rational 
belief in the possibility of discovering 
simple laws. When we try to isolate two 
great realms of cultural activity and 
call them ‘science’ and ‘art’, we confuse 
many issues, by suggesting that the 
scientist only employs scientific methods 
and the artist only aesthetic.” * 


— curls — shrinks. Excess 
rubs off clean. 
FOR THE GRAPHIC ARTS A MUST. 
A size for every purpose. Sold 
Stationery, Artist Supply ond 
Photographic Deolers every- 
where. 


UNION RUBBER 
& ASBESTOS CO. 
TRENTON, WN. J. 


PASTING A PLEASURE 





Retouching 
Exclusively 
on Dye Transfer 
and Carbtro Prints 


Kennett Studio 


139 E. 52 St. N. Y. C. 
PL. 8-0542 





A. |. FRIEDMAN INC. 


QUALITY 
ART MATERIALS 





25 WEST 45th STREET 
NEW YORK 36, N.Y. 
CIRCLE 5-6600 
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FLEXICHROMES 


GEORGE E. WILDNER 
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news 


(continued from page 42) 


New Jersey art center 
-elebrates first birthday 


he only art center in the Southern 
‘ew Jersey area celebrated its first birth- 
ay in September with an attendance 


f over 20,000 visitors to its new gallery. 


n Garden Pier in Atlantic City, N. J. 
The Center is an outgrowth of a 
iday Night Sketch Club which started 
st September. The club developed into 
full-scale cultural program, with art 
struction, recitals, ballet, sculpture 
asses, fine arts lectures, a creative work- 
shop and a Foreign Film Festival. 

Featured at the Gallery is the work 
o! local member-artists. From time to 
time there are showings of paintings by 
prominent American and European ar- 
tists. 

James Penland, president of the Cen- 
tcr, gives art instruction to guests and 
staff of Chalfonte-Haddon Hall Hotel, 
which has assisted the organization in 
establishing itself. 


MacDonald heads Artists Guild 


David Robinson has resigned as presi- 
dent of The Artists Guild of New York 
and has been succeeded by Robert Mac- 
Donald, consultant art director. 

Ernest H. Brown was elevated to first 
vice president, and John Garratti was 
elected second vice president. Other 
olhcers are the same. 

Mfr. MacDonald has organized a Com- 
mittee on Business Practices under the 
chairmanship of Harry Fisk. It will do 
rescarch into problems and practices in 
the professional art field which do not 
at present fall within the scope of the 
Code of Fair Practice. 

\ddress inquiries to Harry Fisk, Com- 
mittee on Business Practices, Artists 
Guild, 129 E. 10 St., New York 3. 


Chicago outdoor ad entries due 


La:: call for entries in the Local Out- 
docr Advertising Contest has been an- 
no.nced by Outdoor Advertising Asso- 
ciation of America, Chicago, Ill, Awards 
wi!’ be made for the outstanding local 
ou.loor campaigns and local outdoor 
des gns used during 1955 by local adver- 
tisers. 

ntries must be received by January 
15. Winners will be announced in 
M.rch. Send to Contest Chairman of 
O.\, 24 West Erie St., Chicago 10. @ 
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INTERSTATE 
PHOTOGRAPHERS 


ALEXANDER ROBERTS 
GENERAL MANAGER 


ANNOUNCES 


THAT AS OF JANUARY 3, 1956 
THEIR GENERAL OFFICES 
WILL BE LOCATED AT 
675 FIFTH AVENUE 
NEW YORK 22.N.Y. 


TELEPHONE MURRAY HILL 8-1880 


. AND THE OPENING AFTER JANUARY 15. 1956 


OF A NEW MIDWEST OFFICE 
AT 469 EAST OHIO STREET 
CHICAGO 11. ILLINOIS 
TELEPHONE MICHIGAN 2-0080 


GUY ZINGERY 
DISTRICT MANAGER 


nterstate 
photographers 


OFVISION OF INTERSTATE INDUSTMAL REPORTING SERVICE mec 
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NOW... 


add to your 
collection of 
SHIVA ARTIST'S COLORS 





















A collector's item for every 
artist. Can't be spilled! Colors 
won't chip or bleed! Dries 


quickly on paper, foil, cello- 





phane, acetate, glass and metal 
May be used for gouache, 
tempera, designer's colors, 
airbrush and transparent 


washes. In 17 brilliant colors! 


*FREE—sample set of 6 Nu-Temperas sent to 
qualified Teachers, Art Directors, Designers 
and Commercial Artists on request. 


SHIVA cco ARTIST'S COLOR' 


433 W. GOETHE ST., CHICAGO 10, ILLINO! 








booknotes 


DIRECTORY OF PROFESSIONAL PHOTOGRAPHY. 


the Photographers Association of America. $5. 
1955 guide for buyers of photography 
rives geographical listings of photograph- 
rs — portrait, commercial, illustrative, 
ind specialists (such as aerial, animal, 
irchitectural, slide films, stereo, etc.) 

Listings are broken down by alpha- 
vetical order of state, cities within the 
tates and photographers within the city. 
seneral index list photographers in al- 
habetical order. 


HE HUDDY & DUVAL PRINTS. Edited by Tom 
arker. $30. 
ighteen hand colored facsimile prints, 
‘autifully bound with their original 
xts, made from the uniform plates 
presenting the Volunteers of the 
S.A. and the Army and Navy, show 
early the military uniform of the mid- 
jth century. The prints were hand col- 
ed in the original manner as when 
they were published in the U. S, Military 
Magazine in 1839. Book is cloth bound, 
S34 x 1214. 


PRIMITIVE ART by Franz Boas. Dover. $1.95. 
\ definitive analysis of the fundamental 
characteristics of primitive art written 
in 1927 by a scientists well-known to his- 
torians and anthropologists. He covers 
representative art, symbolism, _ style, 
literature, music and the dance. There 
are 323 photographs, drawings and dia- 
grams from many museums illustrating 
motifs and designs in many primitive 
objects—masks, paintings, blankets, bas- 
kets, totem poles, pottery, wood carv- 
ings, etc. 

Included is a 115-page study of the 
art of North Pacific Coast of North 
\merica. 

Chis is a re-issue, unabridged, with 
name index added. Paper-bound. 

o 

ther $1.95 books recently re-issued 
in paper-back form by Dover are listed 
below: 

Jn the Laws of Japanese Painting 

by Bowie. 

hree Classics of Italian Calligraphy 

by Ogg. 

zenfant’s Foundation’s of Modern 

Art. 


sé 


...a handsome, 
useful, 
valuable, 


ESSENTIAL 
volume’”’ 


PRODUCTIONWISE 


The only book of its kind, Color By Overprinting 
shows how to use transparent inks in multiple combinations to get new 
and startling color effects at low, low cost! The only definitive work on 
solid color overprinting, it fully covers color separation art techniques, 
transparent inks for the major printing processes, and new methods of 
art preparation for color printing. 165 pages of color charts show every 
possible overprinting grouping of three and four of eleven basic trans- 
parent inks. 44 pages of illustrations picture the results that some of the 
country’s best-known commercial artists have achieved with over- 
printed color art. 265 pages, 814” x 11”. Bound in cloth with slip case. 
“This book definitely is a monumental contribution to Graphic Arts 


aon inting."” : ‘ 
coler reproduction end printing Printing Equipment Engineer 


Trade Order Dept., The John C. Winston Co. 
1010 Arch Street, Philadelphia 7, Pa. 
Idealasa Please send me__ __copies of COLOR BY OVERPRINTING by Donald E. Cooke 
» - at $25.00 per copy 
gift -for clients. a 
Quantity discounts a Se 
ress 
sent on request. eee ROR 
Cash enclosed with order 





got an art 
problem? 


Advertising Art 
1cosG OLIVE STREET * ST. LOUIS, MO 
GARFIELD 1-0932 











ie Gat). 17 7:12 ') ga | 20SEPH MAYER CO, Inc. 


artist's materials .. . sign painter and 


- displaymen supplies .. . silk screen 

Mllnng wae rows materials. Agents for The International 
° Cutaw! - Balopticon. 

220 EAST 23*° ST.N.Y.10. - ORtoon 9-1559 5-9 UNION SQ. « N.Y.3 «© AL 5-7644 

















125 WEST 45™ STREET 


COLUMBUS 5-6461-2 
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ready reference 


to have your firm listed call Plaza 9-7722 
ART MATERIALS 


Concord Artists Materials 
Everything for the artist, prompt service 
184 Lexington Ave., N. Y. C LE 2-3740, 3799 


M. M. Michaels Co. 
Make it Michaels in art and drafting supplies. 
7 West 44th St., N. Y. 36, N. Y. MU 2-4369 


N. Y. Central Supply Co. 
Complete stock * Prompt service 
62 - 3rd Avenue, nr. 11th St., N.Y¥.C. GR 3-5390 


CATALOGS 
Perlman 
Complete service; from art to printed book. 
246 Fifth Ave., N. Y. 1 MU 4-4408 


COLORSTATS 


Ralph Marks Color Labs 

low cost, full color reproductions from color 
transparencies and opaque copy. 
344 E. 49 St., N.Y. C. 17 EL 5-6740 


EMPLOYMENT SERVICE 


Gearman Personnel Service 
Specializing in photographic personnel 
115 W. 42 St., NYC BR 9-8474-5 


HISTORICAL PRINTS 
The Bettmann Archive 
Old time illustrations on any subject. Events, In- 
dustries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 


MECHANICALS 


Alfred Henry 
Speed * Accuracy * Dependability 
7 West 44th St., N. Y. C. MU 2-5679-5680 


PHOTO SERVICES—COLOR 


Colorsemblies, Inc. 
Ektas assembled, retouched, duplicated 
112 W. 48 St., N. Y. 36 PL 7-7777 


Robert Crandall Associates, Inc. 

Multiple color units photocomposed and assem- 
bled. We guarantee our color duplicates. 

58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Kurshan & Lang Color Service 

24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 
10 E. 46th St., N. Y. 17 MU 7-2595 


PHOTO SERVICES—BAaW 
Modernage Photo Services 
319 East 44 Street, New York, N. Y. 
Prints for reproduction in grey-scales to meet 
exacting requirements of all printing processes 
@ Developing and printing for magazines and 
industry 
@ Copying of artwork 
@ Commercial photography; studio available by 
hour and day 
Call Ralph Baum LExington 2-4052 
Moss Photo Service Inc. 
Color postcards, color separations 
50,000 black & white glossies made daily 
Moss Building, 350 W. 50 St., NYC Plaza 7-3520 


RETOUCHING 
Robert Crandall Associates, Inc. 
Color correction and retouching through use of 
optics, chemistry and dyes. Retouching as the 
engraver likes it. 
58 W. 47 St., N.Y. C. % Cl 7-7377 


62 


Davis * Ganes 

Color Correction and Retouching of 
Transparencies, Dye Transfers & Carbros. 
Flexichrome Coloring 


516 Sth Ave., N. Y. 1 MuUrray Hill 7-6537 


Horstmann & Riehle 
B&W, Industrial, Pictorial & Flexichromes 
18 East 41st Street, N. Y. C. MU 5-7258 


Max Jaikin 
Color Transparency Retouching and Assembly 
58 W. 57th St., N. Y. 19 Cl 6-8712-3 


Tulio Martin Studios 
Transparencies 

58 W. 57th St., N. Y. 19 Cl 5-6489 
Vincent Martin 

Color—transparencies, separation negatives 

58 West 57 St., N. Y. C. Circle 6-4894 


Al Noppe 
Expert dye transfer retouching 


PL 5-3573 (home) WE 1-8147 


Rhina Studios 
Transparency retouching 


201 East 38th St., N.Y.C. LE 2-6125 


Richard E. Stein 
Black & white retouching 


370 Lexington Ave., N.Y.C. MU 3-4245 


Frank Van Steen 
Color Retouching. 


370 Lexington Ave., N. Y. C. LE 2-6515 


Donald Van Vort 
Fiexichrome, Dye Transfer, Carbro and B&W 
133 E. 40 St., N. Y. C. MU 5-3788 


SALES PRESENTATIONS 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C MU 6-0656 


SILK SCREEN PROCESS 
Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y. 3 OR 5-7280 


Masta Displays Inc. 

20 years leadership in silk screened 
posters and displays 

230 W. 17th St., N. Y. C. CH 2-3717 


STOCK PHOTOS 


Photo-library, Inc. 
For hard-to-find stock photographs. 


19 E. 57 Street, N. Y. 2 Plaza 3-3112 


Underwood & Underwood News Photos Inc. 
3,000,000 photos on all subjects: Historic, Per- 
sonalities, Industrial, Geographical, etc. Send for 
our free listing. 

3 W. 46th St., N. Y. 36 JUdson 6-5910 


TELEVISION SERVICES 


Film—Art Ink & Paint Service 
Animation, slidefilms, storyboards 


41 West 47 St., N. Y. 36, N. Y. Cl 6-2426 


National Studios 
Hot Press, Slides, Telops, Animatics, etc. 
145 W. 45th St., NY 36, NY JUdson 2-1926 


TYPOGRAPHY 


M. J. Baumwell 
Typography for artists 


7 West 45 St. JUdson 6-3077 


The Composing Room, Inc. 
Advertising Typographers 


130 W. 46 St., N. Y. JUdson 2-0100 


SERVICES 


Ways’ Standard Viewers 
For viewing color in transparencies correctly 
William P. Way Chappaqua, N. Y 


call Plaza 9-7722 


ART STUDIO, medium sized, midtown NYC, we! 
known—desires merger with 1 or more studios 
good plan will save and make more money imme 
diately. Also interested in SALESMAN with a 
counts who wants to realize more for his effo 
as equal partner. Box 103, ART DIRECTION, 43 
49 St., NYC 17. 


ART ASSOCIATES WANTED. We are a successfu 
8-year old advertising art studio in North Jerse 
with 4 competent full-time employees and t! 
most modern facilities and equipment. We desi: = 
to expand our organization and are interested 

a competent artist with a following and with e 
ecutive ability who might become an associa’: 
in our firm. Please send details of your backgrour 4 
and indicate type of billing you now contra 
Box 100, Art Direction, 43 E. 49 St., NYC 17. 


_ ARTISTS with own accounts to rent desk space 


or room in art studio penthouse. Some free-lan.e 
JU 6-4233. 


WANTED: Services of good FREE-LANCE A\®- 
BRUSH ARTIST in or around the Newark, N. 
area. Phone Lewis Studios, Inc., ORange 7-18 
for appointment. 


BUSY FREE-LANCE DESIGNER seeks associatio 
with one or two artists or small studio for eventual 
partnership. Box 104, ART DIRECTION, 43 €£. 
49 St., NYC 17. 


LAYOUT MAN 


Seeks position as staff visualizer. Good 
designer, letterer. Fully experienced, 
with portfolio to prove it. Presently em- 
ployed with top national organization. 
Box 101, ART DIRECTION 

43 E. 49 St., New York 17, N. Y. 

















—HIRING ARTISTS? 


call “The Art Unit’ or 7.9100 
New York State Employment Service 
119 Fifth Ave. New York 3, N .Y. 

A specialized placement service 


for both employers and applicants in 
the field of commercial art. 


NO FEE CHARGED TO ANYONE® 








NEED QUALIFIED STAFF ARTISTS? 


JOIN the hundreds of graphic arts firms who conto 
Cavalier when they desire professionally screene 
art and production personnel. You can rely « 
Cavalier to send you the kind of man you want 
when you want him. 


S. 6. SHERMAN—CAVALIER EMPLOYMENT AGENC 
115 West 42nd St., N.Y.C. BRyant 9-46 














[CLODER CORPORATION | 


THE SUPPLY DEPOT 
FOR 


ARTISTS & DRAFTSMEN 


177 Broadway, N. Y. 7, N. Y._ WOrth 2-0° 53 














esi 





we. t 
— 








CRAF-TONE SHADING SHEETS... the no glare, self-adhering all-pur 
pose, efficient, economical overlay shading medium 294 patterns! 


CRAF-TYPE. .. the versatile, improved paste-up type that speeds com 
position and really cuts typography costs! 279 Fonts, faces and sizes 
CRAFT-COLOR 19 brilliant, nonfading Translucent colors on self 
adhering clear plastic sheets! ; 

SINGLETONE DRAWING PAPER... a chemically treated drawing paper 
with a single hidder tone for straight shading effects! 59 Patterns! 
BLACK AND WHITE TOP SHEET SHADING FILMS. . .Transparent over 
lay film for shading effect in line copy! 59 black also white screens 
with removable dots and patterns! Ideal for newspaper and photo en 
graving shops 

MULTI-COLOR PROCESS reduces 4 color printing costs. The only 
reliable, inexpensive method to make plates for color printing! 
CRAFTINT DOUBLETONE DRAWING PAPER AND TRACING VELLUM 
17 original two screen patterns that ycu develop. Two separate “in 


visible” shading tones processed into the paper to get third dimen 
sional effects 


t Direction / Janvary 1956 


Craftint itenne sees 


the most complete 


Shading Medium Catalog 


in the world! 


CUT production costs! 


M & ET deadlines efficiently! 


ADD sales impact to layouts 


and finished art! 


ratt int 


THE CRAFTINT MANUFACTURING CO. 
NEW YORK CLEVELAND CHICAGO 














CRAFTINT MANUFACTURING COMPANY 
1615 COLLAMER AVE CLEVELAND 10, OHIO 


Yes, send me the world’s most 
complete Shading Medium Catalog 
Nome__ 


Company 





Address 





City Sl Stote___ 
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